ADVERTISER'S WEEKLY QQ”, CONFERENCE PLANS — LATEST: 
ee AGRICULTURAL MARKET SURVEY 


Advertiser's 
eekly 


OF BRITIS ADVERTISING 


with a net sale of over 


2.250000 


copies weekly means the 
biggest single concentra- 
tion of the most responsive 
advertising subjects, 
commanding the biggest 
purchasing power. 


e 
PMILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE & 
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Clients Need 
Educating 


Sin—l feel Mr. Glover 
(Letters, February 15) missed the 
real reason why the bulk of tech- 
nical advertisements are dull— 
that clients do truly believe that 
money spent on creative work (1 
refer to this much maligned word 
in its true sense) is unjustified and 
consequently “hash up,” or ask 
their agents to “hash up,” old 
ads. and ideas time and again. 

We know from experience that 
good creative ideas are worth 
every penny of the cost to clients 
but until the client appreciates 
this and doesn’t consider it “so 
much fun and money” to the 
people doing the most difficult 
job in advertising, we will not get 
out of the rut generally. 

Carrying new artwork and 
blocks in their train, new ideas 
are bound to be costly and no 
better service could be done for 
British advertising as a whole 
than to have us all educate the 
client to the value of the freshness 
of new ideas and presentation, al- 
though one must fairly admit that 
this applies far more directly to 
technical advertisers than those 
using the national! Press. 

K. B. GRAHAM TAYLOR, 
Managing Director, Strand 
Publicity Ltd 

London, W.1. 


‘Dali-Doodledum’ 


Sir,—-Both you and your con- 
tributor, Mr. Sydney Wildman, 
are heartily to be congratulated 
on the publication of the article 
on exhibition stands in your Pre- 
sentation Supplement of Febru 
ary 15. 

In over thirty years’ experience 
of exhibition promotion § and 
organisation | cannot recall ever 
having read a contribution on the 
subject so practical and helpful 


LB 


os E 


EDIT 


to both the exhibitor and the 
organiser. 

Mr. Wildman’s advice to “make 
sure of plenty of movement and 
present something that the public 
can readily see and easily under- 
stand” should be inscribed on the 
walls of every exhibition stand 
designer’s studio—especially on 
those where the last remnants of 
“Dali-doodiedum” hold sway. 

GEO. H. GRIMALDI, 
General Organiser, The 
British Food Fair. 


A Problem Of 
Purity 


Sir,—Much as I delight in Copy- 
taster’s forthright comment on cur- 
rent advertising I deplore his occa- 
sional crusades in defence of the 
English language. Why should 
commercial advertising be made 
the platform upon which the 
quality of our constantly-chang- 
ing language is to be upheld? 

Who is Copytaster to oppose 
the copywriter’s use of the Eng- 
lish which 99 per cent of his 
audience readily understands? 
How many of the people who 
actually réad the Carnation Milk 


advertisement for instance 
thought twice about “degrees of 
purity”? How many who thought 
twice cared a hoot? How many 
who cared a hoot were in the 
market for canned milk? 

I love the English language. | 
love England's fine art. Never- 
theless, if horrors like “Schwep- 
pervescence™ sell mineral waters; 
if artistic atrocities like “the- 
animals-there-is-nothing-like” sell 
boot polish, then it is the right, 
nay, the duty of the advertising 
man to use such devices. After 
= James Joyce coined such gems 

“heaventree” and “nightblue.” 
‘And even Copytaster wouldn't 
question Joyce’s ability (if not as 
as author) as an advertising man! 

DENIS A. BIRKETT. 
Director, Nevin D. Hirst 
(Advertising) Ltd. 


*‘Blanketing Ads.’ 

Sin—With reference to the 
forecast in a recent issue of a pos- 
sible “Budget Curb on Advertise- 
ments,” one cannot but eagerly 
hope that this may mean a return 
(while the times are urgent and 
newspapers stay attenuated) to a 
more equitable space distribution 


TWENTY-FIVE YEARS AGO 


February, 1926 


The first ever examinations in 
advertising were announced by 
the Incorporated Society of Ad- 
verteeemnant Consuhante. 


The death occurred of Mr. 
Samson Clark, chairman and 
founder of Samson Clark & Co., 
Ltd. 

* * . 

Nineteen of greater London's 
leading suburban weeklies came 
to an arrangement under which 
they were able to quote an in- 
clusive price for advertisements 
to appear in the whole series. 

* * * 


Advertising men were pleased 
at the case for the return of 4 
penny post put by a deputation 
from the printing and allied trades 
to the Foutmester-<General. 


A Birmingham grocer was sum- 


moned for chalking an advertise- 
ment on the pavement outside his 
shop. 

. * 

Allied Newspapers Ltd. con- 
cluded arrangements for the pur- 
chase of the Newcastle Chronicle 
group which included the North 
Mail and Newcastle Daily Chron- 
icle and the Evening Chronicle. 

* * * 

McVitie & Price purchased 
80,000 complete copies of the 
Daily Telegraph containing a full- 
page advertisement for the firm 
and dispatched them on the same 
day to tok dealers. 

* 


Commercial radio was still in 
the experimental stage but Good- 
rich Rubber Co.. after their first 
broadcast in the States, said: 

“There is no longer any question 
in our mind about its advertising 
value.” 
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in the nationals, with a maximum 
size of 6 in. or 8 in. double 
column. 

One views with extreme dis- 
quiet—and distaste—the blanket- 
ing 11 in. t.c.’s and two-colour 
half-pages of the mighty adver- 
tisers, many of them for confec- 
tionery, small goods, and cheap 
household commodities. 

One wonders, too, what is the 
effect on both the public and the 
Government (let alone on our 
detractors) of seeing, on pages of 
urgent world news, these whack- 
ing great advertisements, magni- 
fying trivial products out of all 
proportion to their public im- 
portance 

D. M. BARRINGTON BREE. 
Leicester. 


No Circulars, 
By Request 

Sir,—In a directory published 
by Leeds Chamber of Commerce, 
appears the following warning to 
foreign readers: “One request we 
must make, and it is directed 
especially to firms overseas. 
Please do not circularise members 
under the different headings, It 
would only cause annoyance at 
this end and would not do you 
any good.” 

May | ask to what other pur- 
pose such a directory should oe 
put? Who are Leeds Chamber of 
Commerce that they can judge 
whether such letters would cause 
annoyance? Do they not them- 
selves write letters with a view to 
getting business? Do they not 
deal with inquiries and offers 
which come through the post 
from overseas? Are they not 
aware of the extent and the suc- 
cess of direct mail in selling and 
advertising all over the world? 

Maybe they want to convince 
foreign business men that we are 
slow, unenterprising and rude? 

A. CAMPBELL GIFFORD, 
Advertising Manager, The 
British Bata Shoe Co., Ltd. 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47, Hertford Street, Mayfair, Londen, Wt. 


Tel.: REG 7557/8 
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She 
spends a 


THREE-FOLD | 
budget 


The reader of WOMAN’S COMPANION 
has a lengthy shopping list. As wife, mother 
and home builder she spends a high proportion 
of the family income. Space buyers who wish 
to tap this highly-concentrated source of 
purchasing power turn naturally to 
WOMAN’S COMPANION. Its modest 
rates are typical of A.P. value. 


AN A.P, PUBLICATION 
3d. WEEKLY - PAGE RATE £65 


_ 


THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON STREET, LONDON, £.C4 
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Dublin 
Printing 
Dispute 


Dublin Typographical Provi- 
dent Society has served strike 
notice on t..e four Dublin news- 
paper offices and the Dublin 
Master Piinters’ Association, 
which represents the majoiity 
of the job-pr.nting houses in 
Dublin. Tne notice becomes 
effective on March 1. 

The dispute follows a claim by 
the lino operators for a wage in- 
crease of 25s. per week. The em- 
ployers offer of a 12s. 6d. increase 
was rejected by the men by a 
large majority. 

Provisional notices have been 
served on some other staff who 
will be rendered useless in the 
event of a stoppage. 

Employers Are 

Standing Firm 

All other unions in the indus- 
try, who entered a similar claim 
for 25s., have accepted the em- 
ployers’ offer. These unions are: 
Irish Transport and General 
Workers’ Union, the Irish Book- 
binders’ and Allied Trades’ 
Union, the Society of Litho- 
graphic Artists, Engravers and 
Process Workers’ Union, and the 
Amalgamated Society of Litho- 
graph.c Printers. 

A similar situation arose in 
Ireland recently when members 
of one union employed by the 
Transport Company of Ireland 


accepted the employers’ wage 
offer, but workers in the second 
union rejected it. A_ strike 
followed. 


Feeling in Dublin is that em- 
ployers cannot concede the de- 
mand, particularly in view of 
“pegged” rates for advertising, 
nor can they give any one union 
special terms. 

In the meantime, advertising 
agents are proceeding on the 
hopeful assumption that a settle- 
ment will be reached before the 
strike not’ce takes effect. It is 


probable that the Labour Court 
will intervene to avert the strike, 
but the Court can only recom- 
mend settlements. 


RATES: 


100 RISES IN 


FOUR WEEKS 


The upward trend of advertisement rates continues and 


farther increases are given below. 


One agency space fi- sal 


has listed over a hundred notifications of rate increases during 
the past four weeks. They range from dailies to specialised 


Edinburgh Evening Dispatch 
will raise its rates on April 2 
from 25s. to 30s. per single 
column inch; special positions by 
arrangement from 32s. to 37s. 6d. 
per s.c.i. 

Ipswich Evening Star as from 
March 1 quote a flat rate of 10s. 
per inch, dispensing with the 
series rate of 8s. per inch on 
orders for more than six inser- 
tions. 

Southern Daily Echo, Increase 
from Ils. to 13s. 6d. per s.c.1. 
from March 1. 

Bournemouth Daily Echo from 
10s. to 12s. per s.c.i. 

Peterborough Citizen from 13s. 
to 15s. per s.c.i. 

. oe Free Press from 6s. 6d. to 
S. 


Suffolk Free Press from 4s. to 
5s. S.C.i. 

Combined Bury Series (com- 
prising Bury Free Press, Suffolk 
Free Press and Newmarket 
Journal) from 13s. to 15s. per 
s.c.i., all from April 1. 

Clipper Travel, Pan American 
Airways Magazine, has increased 
from £80 to £100 per page. 

Banbury Guardian from 4s. 6d. 


M.P. TO QUERY 
POSTERS BAN 


A protest is to be made in the 
House of Commons by Mr. F. J. 
Errol (Conservative M.P. for 
Altrincham and Sale) against the 
refusal of the Minister of Local 
Government and Planning, :o 
allow poster advertising on ten 
Manchester sites. 

It arises out of a ban by Man- 
chester Corporation, supported 
by the Ministry. 

Mr. Errol is to ask Mr. Hugh 
Dalton, Minister of Local 
Government Planning what 
principles caused his department 
to make its decision. None of 
the districts are residential in 
character, he states. 


to 5s. per s.c.i. and pro rata. 

West Herts & Watford Ob- 
server from 12s. 6d. to 15s. s.c.i. 

Pitmans Office Training: Page 
rate up from £35 to £40 from 
April 1. 

Motor Industry: ~_ rate from 
£30 to £37 on April 1 

Garage and Motor Agent: Page 
rate from £20 to £24 10s. on 
March 1. 

Wireless and Electrical Trader 
from £26 to £30 whole page. 

Increase in the price of paper 
would mean higher advertisement 
rates in next year’s Guide, said 
Mr. T. T. Pilling, chairman, at 
the annual meeting of Llandudno 
Publicity Association last week. 

Selling price of the Radio 

@ Continued on page 310 


Carpenters pictured above are 
constructing one of the giant 
showcases for the Land 
Travelling Exhibition part of 
the Festival of Britain. 

Contract for the main shell of 
the Exhibition has been almost 
completed by Armstrong & 
Co. (Wridale) Ltd., in their 
Ashton-under-Lyne_ factories, 


Transport 
* 
Campaign 

For the first time starting this 
week British Transport Commis- 
sion are taking space in national 
dailies and the provincial Press 1o 
tell advertisers how they can get 
a unified service in media cover- 
ing the whole of the national 
transport undertaking. 

The first advertisement, reading 
“Don't limit your advertising” 
and carrying the sub-caption 

“What about advertising on 
buses, trains and stations?” has 
by now appeared in the advertis- 
ing Press. 

Agents are Pritchard, Wood & 
Partners Ltd. 


QUESTION OF THE DAY 
Topic for discussion at the 
annual week-end conference of 
the Young Master Printers at 
Bournemouth, March 2-5, is 
to reduce the cost of 


100 LORRIES 
WILL MOVE IT 


and this, with the showcases, 
is being sent for storage in 
London. 

The Exhibition, nearly 50,000 
feet super, will be shown at 
Manchester, Leeds, Birming- 
ham, and Nottingham. Over 
100 lorries will be needed to 
transport the Exhibition be- 
tween sites. 
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ADVERTISER'S WEEKLY 


vr Conference Plans 


HOTELS ‘VERY CO-OPERATIVE’: 
A ‘WELCOME CLUB’ IDEA: 
onneaaeun PUBLICITY DRIVE 


There has been a disappointing response to the request for 
advertising people willing to act as hosts to “ Youth Scheme” 
delegates to the International Advertising Conference. 

This fact, announced by Sinclair Wood, provided the only 


unsatisfactory element in an 
otherwise encouraging “‘in- 
terim report” presented at the 
Publicity Club of London 
meeting on Monday. 

The following points were 
made by committee chairmen 
and other speakers in answer to 
questions: 

Drummond Armstrong, direc- 
tor, Advertising Association: It is 
intended to ensure that there 
will be plenty of time for dis- 
cussion every day. Probably 35 
countries will be represented in 
the Youth Scheme. 

J. H. Brebner (accommodation 
and transport) said that he was 
not relying on private hospitality, 
but was depending on getting 
hotel accommodation. The Hotels 
and Restaurants Association are 
proving very co-operative. Pro- 
vincial visitors are being catered 
for. A suggestion will be put 
forward that the Publicity Club 
of London and the Regent Club 
should form an inquiry bureau. 
Arrangements are being made 
for special trains, where neces- 
sary, to take people out of town. 

Sinclair Wood (programme): 
Overseas delegates will be pro- 
vided with an emergency ration 
card, and arrangements will be 
made for a subsistence allow- 
ance. All advertising clubs and 
organisations with headquarters 
in London and all provincial 
clubs had been asked to find 
hosts. Oxford Club had arranged 
to provide accommodation for 25 
delegates in Lady Margaret Hall. 
It is hoped that the hosts will 
introduce the young delegates to 
as many of their friends as 
possible. Travel vouchers will 
be provided on the London 
Transport system. 

Leslie W. Needhain (social and 
entertainment) said that recep- 
tions, tea parties, dinners, sports 
functions, mannequin parades 
and other attractions were being 
arranged. Free or reduced Festi- 
val admission fees for delegates 
are being negotiated. 

Commander Alan Robertson- 
Macdonald (clubs): It is being 
suggested to clubs that they 
should appeal to leading adver- 
tisers and industrial celebrities to 
finance a visit to London of, say, 
twelve young Club members. On 
Clubs Day there would be a 
luncheon at Connaught Rooms 
for 750 people, a “free-for-all” 
session in the afternoon, and an 
evening function which it is 
hoped would cater for 2,000. 

Ian Harvey, M.P. (Press rela- 


tions): A very influential over- 
seas advisory committee is keep- 
ing the story going abroad. 

Ronald Browne (publicity): 
Facilities for the provinces are 
being fully provided. 

Hubert W. Craddock (tours): 
It is hoped to provide four basic 
tours and four optional tours. 
Publicity clubs in the areas 
covered will be asked to offer 
hospitality. Requests have been 
received from the publicity 
directors of Oxford, Eastbourne, 
and Llandudno, offering co-oper- 
ation as part of their Festival 
programmes. The British Feder- 
ation of Master Printers have 
asked to be able to co-operate in 
the tours. 

Andrew Milne (reception), who 
presided: A welcome club, near 
Central Hall, will be organised 
at St. Ermin’s Hotel. 

Footnote: Belgium has decided 
to participate in the Youth 
Scheme. First Canadian delegate 
registered is W. George Akins, 
Walsh Advertising Co., Ltd., 
Toronto. First U.S. registrations 
total 30. 
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ro Smaping Up Well 


Farmer a Sick Breeder 


Extensive changes in style and 
format for Farmer and Stock- 
breeder from March 6 will include 
a front cover printed in photo- 


gravure in two colours—sepia 
and orange on a basic buff paper. 
Three column make-up will be 
adopted. Type area for ads. will 
be 10} in. x 7} in. A monthly 
section will provide for adver- 
tisements in two colours, while 
for special editions full colour 
advertisements will be accepted. 
Facing matter rates remain un- 
changed while ordinary positions 
are increased from £3 to £3 ISs. 
per s.-c. inch, But the wider 
column offers nearly 10 per cent 
more area. A special northern 
edition will also be published. 


Chrome Print Process Wins Big 
Advertisers’ Interest 


Advertisers who are now 
completing Festival of Britain 
schedules are showing keen 
interest in Chrome Print, a new 
process which gives an em- 
bossed effect similar to that 
produced by die-stamping. 

It is suitable for use on almost 
any material with a plain surface 

paper, card, board, glass, metal 
and wood—and very fine detail 
can be reproduced. 

The inks used are made up io 
suit the material being printed on, 
and can be made resistant to 
mechanical wear and chemical 
action. They can be produced in 
either glossy or matt colours, or 
a combination of these two. 

Invented in Sweden nine years 
ago by J. P. Thams, and brought 
into Britain in 1949, Chrome 
Print has already been used by 
many prominent advertisers, in- 
cluding Yardley, Nestlés, Ronson 
and Idris. 

No dies or blocks are em- 
ployed in the process, the costs 
of which, however, compare 


with the die-stamping. 

The producers. Chrome Print 
Ltd.. work from line originals in 
These are 


black and white. 


photographed, and printing plates 
are made from the resulting 
negatives. 

Among the various types of 
print successfully produced by 
the process are showcards, radio 
dials, window and counter signs 
in glass and plastics, business 
cards, letterheads, transfers, and 
Paint or cosmetic shade cards. 


Final entrance dat: for the 
British Direct Mail Advertising 
Association's cup competition 
has been altered from February 
28 to March 31. 


A QUESTION OF 
_ © DELICACY 


An = advertionment prepared by 
the British Travel Centre in New 
York which, it was alleged, “says 
that this country is abounding in 
comfort and food, inciuding 
famous British delicacies, and if 
visitors come here they will find 
a gala spirit in the air,” was the 
subject of criticism in the House 
of Commons. 

Mr. Harold Wilson, President 
of the Board of Trade, said that 
he did not propose to interfere 
with the publicity in the United 
States of the British Travel and 
Holidays Association. 


‘Go’ Links With 
‘Sunday Times’ 

Go magazine is to be published 
in association with the Sunday 
Times and in a completely re- 
fashioned form as from 
March 15. 

Travel will stilf be featured 
strongly but the scope has been 
widened to include a whole range 
of leisure pursuits. Sunday Times 
staff writers will be frequent con- 
tributors. With the first number 
will be a free 40-page pocket 
guide to Paris which will be de- 
tachable from the magazine. 


N.A.B.S. Founds 


Akerman Pension 


At its meeting last week the 
Council of the National Adver- 
tising Benevolent Society gave 
special consideration to the fact 
that the Society recently re- 
ceived a bequest of £500 under 
the will of the late Mr. J. C. 
Akerman, and it was unani- 
mously decided to found a pen- 
sion in Mr, Akerman’s memory. 


Fashions In 
The Air 


So that readers should have 
as complete a report as possible 
on the recent Paris Dress Shows 
publishers of Harper's Bazaar 
had a ‘plane waiting to fly over 
the sketches and descriptions as 
the artists sent them out of the 
salons. 


COPY FITS 
MEDIUM 


This cartoon adver- 
tisement for Rown- 
trees clear gums | 
was cleverly placed 
on the “humour” 
page in a recent 
issue of “Every- 
body's.” S. 2 


)--- CAREFREE 
vomencome TALK... 


Garland Advertis- \_ 
ing Service Ltd. 
handle the account. 
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Dollars have been made available for a new 
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NEWSPRINT: Dollars For Contract To 
End Of 1954, Position 
Still Acute 


it contract 


with Canada up to the end of 1954, said Mr. Harold Wilson, 
President of the Board of Trade, in the House of Commons last 


week, This is a larger con- 
tract than had previously been 
announced. ‘The size of news- 
papers will depend on the 
progress made with that con- 
tract,” he added. 

Mr. Wilson said the Newsprint 
Supply Company's estimates of 
imports of newsprint during 
January were not realised and 
stocks fell during that month 
from 72,000 tons to just under 
65,000 tons. This shortfall was 
due to delay in shipments, and 
the Rationing Committee had 
therefore decided on the five per 
cent cut, temporarily. 

“While we can estimate the 
production of home mills with 
fair accuracy,” said Mr. Wilson, 
“we must depend on the News- 
print Supply Company for esti- 
mates of imports. 

“In the light of both these 
estimates and the level of actual 
stock, the Newsprint Rationing 
Committee considers whether any 
cut in consumption by news- 
Papers is necessary. 

“The chairman of the ration- 
ing committee advises me that 
if all their expectations of 
future supply are realised, the 
present size and circulation of 
newspapers can be maintained. 
“But, as stocks are below the 

danger-line, current consumption 
is now dependent upon current 
supply, and any further disap- 
pointments in current supply, 
even of a temporary kind, must 
mean a corresponding reduction 
in current consumption.” 

Asked if he could reconcile the 
present acute position with an 
official statement, towards the end 
of January, that “the supply posi- 
tion was more definite,” Mr. 
Wilson said it was easy to do so. 
The earlier statement had been 
based on advice from the News- 
print Supply Company, but after 
that advice was tendered there 
was shipping delay. Mr. Wilson 
denied trying to blame the Sup- 
ply Company because the 
Government had “messed up” the 
vhole newsprint situation, 


‘OLD BEN’ BENEFITS 


Recent area events in connec- 


tion with “Old Ben” have in- 
cluded a St. Valentine’s Ball 
staged by Gloucester and Chel- 
tenham Area Committee, the 
annual dinner and dance of the 
Manchester Area Committee, and 
the final of the East Kent Area 
Committee's “Old Tyme” danc- 
ing competition at Margate which 
was attended by the president, 
Lord Burnham, accompanied by 
Lady Burnham. 


‘Encouraging’, 


Says Bishop 


“The encouraging thing is that 
the Government has now shown 
its willingness to provide the dol- 
lars’ was the comment of Mr. 
F. P. Bishop, M.P., genera] man- 
ager, Newsprint Supply Com- 
pany; but he emphasised that 
there were still a number of 
points to be cleared up. 

“When the long term contracts 
were made with Canada back in 
1946.” he told ADVERTISER'S 
WEEKLY, “there was a three-year 
contract for 1949-51 made by the 
Newsprint Supply Co., and there 
were underlying agreements made 
between the Canadian mills and 
individual newspaper customers 
running for ten years, 1949-58. 
Those underlying agreements, as 
We understand it, are still in 
force; but they are really not 
operative so long as the News- 
print Supply Company is still 
acting as sole importer of news- 
print into this country. 

“What we now have to do i; 
to negotiate another Newsprint 
Supply Company contract for a 
period beginning January 1952. 
We are hoping to negotiate a 
three-year contract. 

“Mr. Wilson’s statement is 
simply an announcement that the 
Government has agreed te pro- 
vide dollars.” 


Puzzled, But 
Hopeful 


Reports from the Dominion 
state that Canadian news- 
print sources are puzzled by 
Mr. Wilson's statement. 

One exporter is quoted as 
saying that Canada under- 
stood that 75,000 tons of 
newsprint would be required 
each year until 1958 and Mr. 
Wilson’s statement “can only 
mean a confirmation to the 
publishers that the Govern- 

the 


were reported to 
have taken the hopeful view 
that the announcement indi- 
cated Britain was going to 
honour the original ten years’ 


contract on its revised basis. 
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BOWATER GROUP 
PROFITS UP 


Consolidated profits of the 
Bowater Paper Corporation and 
its subsidiaries for 

September 
£5,395,488, 
against £3,693,202. A dividend 
of 15 per cent, as against 124 per 
cent, is recommended. 


Additional Tonnage 
Produced 


This improvement is ascribed 
to the earnings of overseas sub- 
sidiaries whilst the mill companies 
of the organisation in the United 
Kingdom were able, for the first 
time since 1939, to operate sub- 
stantially to capacity and the in- 
creased earnings which have 
arisen from the additional ton- 
nage produced, and also from the 
greater efficiency and wider 
spread of overhead expenses 
resulting from full production.” 


Current promotion folder for “Homes and Gardens” has a neat 
combination of compelling copy and attractive layout. 


Paper Prospects From Sugar Waste 


Bagasse—a fibrous material 
which results from the crushing 
of sugar-cane—is a very expen- 
sive raw material for the possible 
manufacture of newsprint, Mr. 
Harold Wilson, President of the 
Board of Trade, told the House 
of Commens, recently. 

Actually the possibilities of 
bagasse as a paper material have 
been known for many years. As 
recently recalled by Dr. J. E. 
Atchison, Chief of the Pulp and 
Paper Division of European Co- 
operation Administration, there 
are at least three occasions in 
American history when special 
editions of newspapers have been 
printed on bagasse paper. The 
Baltimore Advocate was first in 
1865; and the Philadelphia Public 
Ledger and the New Orleans 
Daily Picayune also published 
bagasse paper editions in the 
1870's 


A mill in the Phillipine Islands 
has been producing banks and 
bonds, pavers which are widely 
used for personal and business 
stationery, from raw material 
consisting of 95 per cent bagasse 


By Our Paper 
Trade Correspondent 


fibre. This mill started ten years 
ago. 

For technical reasons the use 
of bagasse for commercial news- 
print production can be on 
only a limited scale. It could 
replace the chemical pulp pro- 
portion in newsprint furnish, 
but no method has so far been 
devised for making mechanical 
pulp from bagasse—and mech- 
anical pulp represents 75-80 
per cent of newsprint pulp. 
Nevertheless the extended use 

of bagasse for other grades of 
paper would help to relieve the 
pressure on pulp supplies. India’s 
interest was shown in a recent 
investigation conducted at the 
Forest Research Institute, Dehra 
Dun. Results of laboratory and 
pilot plant tests showed that bag- 
asse puln, in admixture with other 
long-fibre pulps, yields suitable 
paper for strong packing papers. 
Multi-wall paper bags, used for 


cement, is one of the purposes 
for which it was considered 
bagasse pulp might be suitable. 

Under present operating condi- 
tions the processing of bagasse 
in individual mills equipped for 
the treatment of wood pulp or 
esparto would be expensive and 
the results in terms of quality 
uncertain. 


the Colonies, it is likely that 
the paper industry 
would show more interest. 

Such projects would help diver- 
sify the industry of some Colonies 
too long dependent on sugar 
alone. 

Expenditure on a _ substantial 
scale would probably be involved, 
but in view of the world paper 
shortage, the investment would 
serve the cause of the free 
nations. Such an enterprise is 
beyond the resources of paper 
makers as an industry, quite apart 
from the fear that a sudden in- 
dustrial recession would make 
such plants “white elephants.” 
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Best U.S. Direct Mail 
Gives Lavish Surprise 


GAL Paper May 
Be On British 
Bookstalls 


The possibility of selling the 
Army Times, which is printed ia 
Germany for G.L.’s stationed in 
Europe, on bookstalls in this 
country is being investigated by 
the Army Times Publishing Co. 

The company has been regis- 
tered in Britain with offices at 
Breams Buildings, E.C.3, for the 
purpose of distributing Army 
Times and Air Force News for 
U.S. personnel stationed in this 
country and on the Continent. 

Mr. Richard Donnelly is U.K. 
manager of the company. 


Fewer Pass In 
1.1.P.A. Exams 


The percentage of successful 
candidates in the December 
examinations of the Institute of 
Incorporated Practitioners in Ad- 
vertising was substantially less 
than in 1949—33} per cent in the 
intermediate against 43 per cent, 


and 54 per cent in the final 
against 69 per cent. 
The examiners, reporting a 


large entry, and increasing attend- 
ance at the Institute’s lectures, 
say they are determined not to 
lower the high standard. 

Several candidates for the final 
examination were considered out- 
standing and the President's 
medal was awarded for the first 
time since the war. Results were: 

INTERMEDIATE: 

M. L. Alexander (Paul E 
Advertising Agency Lid); R. B. Austin 
(Morison’s Press Advertising Service Ltd_): 
DH. Back (F. C. Pritchard Wood & 
Partners Lid.); Miss R. Barnes (Design 


Advertising Ltd); M. A. Borkett (Austin 
Grahat & Co Ss 


<. Clayton Adver tising 
§ Clough (Good Publicity 
Copeland (Design Advertis- 
Cormie (Doig Advertising 
(Newcastle) ); = § . Crofts 
H. Emmett & Co. Ltd); W. Harrop 
(Osborne-Peacock Co. Ltd.); L. Livesey 
(Bayard Publicity Ltd): G. H. MacVie 
(Mitche'l’s Advertis ng Servce. Lid): B 
Marsh (H. C. Longley Ld): D. G. 
Marsh Gohn Haddon & Co. Lid): N. W. 
Newark (Erwoods Lid.) 
(Mayfair Advertising 
(Morrison's = Press 


A. G 


Reed 
Boe N. 


Watson (lully-Crabbe Ltd); 
T. Watters (Tom Watters Advertising) 
FINAL: 

E. J. Bates (L_ Graham Browne Advert- 
isire. Ltd.) J. Bissell! (Simpson & G 
mell Ltd); D. A. B'airman (R_ S 
Ltd); W. K. Brooks (Willings 
Service Pages G. Cole (Alfred Pemberton 
Ltd); D. Davis (Armstrong-Warden 
Farrow (Ford's A‘tver- 
tising Ltd): *T. G Hartshorne (Mifford 
Martin Ltd); K. G. Hughes (C. Vernon 
:_TE. Jones (S Benson 

D Roe (F. John Roe Ltd.); 
M. Sherer (Dud'ey Turner & Vincent 

N. Stater (Scif- a hae 
P__Tannine (Self-emn'oyed): F 
Taylor (S. H. Benson Ld): R. B = 
(Walter Pesrce & Co. Ltd): tF. Wirter- 


burn (Gordon Advertising Ltd): P. Yate 
Games M. Greenwood Advertising Ltd). 
The number of candidates—72 for the 
intermediate examination and 34 for the 
final—was the highest in the Institute's 
history. 
*President’s Medal 
tSpecial Credit 


* Distinction 


Fifty-four large -—~ 
containing 


America’s 
direct mail abverteing, for “see 
are now to be seen at the offices 
of the Institute of Incorporated 
Practitioners in Advertising. 

Brougnt back by Miss ee 
Murphy, immediate past chair- 
man, British Direct Mail Adver- 
tising Association, from her re- 
cent visit to the U.S., they com- 
prise the prize winning examples 
in the “Best of Industry” awards 
of the Direct Mail Advertising 
Association (of America). 

Each folio is devoted to the 
work of one prize winner. A 
wide range of industries—from 
agricultural machinery to well 
drilling—is covered. Direct mail 
for services, such as financial in- 
stitutions and education, is repre- 
sented; as also is d-rect mail for 
direct mail, printing, lithography 
and the various aspects of pub- 
lishing—circulation, advertising 
space, magazines, and newspapers. 
Details of the purpose and nature 
of campaigns are included. 

Of a lavishness and production 
quality wh'ch considerations of 
cost and paper make quite pro- 
hibitive in this country, the speci- 
mens include letters, leaflets, 
folders, envelopes, follow-up 
cards, photostats, newspaper “ad. 
mats,” brochures, books, manuals, 
coupons and such gifts as blot- 
ters, pocket books, folding 
pocket-combs and rulers. 

The exhibition will continue 
(excluding Saturday and Sunday) 
until March 2 


Latest Peak Frean gift drum for 
the export market is for assorted 


cocktail biscuits and has been 
designed by Richard Lonsdale- 
Hands’ Associates. Colour com- 
bination of the new drum is: 
honey-coloured star; cinnamon 
and white bands; red lettering; 
illustrations in alternative red and 
cinnamon. 


. . 
Diamond Jubilee 
Of ‘Cycling’ 

Mr. Herbert Goodwin, adver- 
tisement manager of Cycling, 
arranged and directed the stage 
show at the diamond jubilee cele- 
brat:ons of Cycling at the Royal 
Albert Hall on Saturday. 

Highlights were the presenta- 
tion of trophies to Britain's 
fastest cyclists by Mr. Roland E. 
Dangerfield, chairman and man- 
aging director of Temple Press 
Ltd. and a cycle race on rollers 
between three world champions 
(Verdeun, Patterson and Harris). 

A 94-page souvenir programme 
contained 63 pages of advertise- 
ments. Tickets for the show 
could have been sold two and a 
half times over. 


Consult Photographers When New 
Campaigns Are Planned 


Many provincial advertising 
people had a Metropolitan 
complex, said Mr. George 
Fisher, of Associated Photo 
Services, Liverpool, lecturing 
on “Advertising Photography”, 
in a series organised by the 
Liverpool and District Publicity 


Association. 


He contended the photo- 
grapher should be brought into 
initial discussions of an adver- 
ising campaign, but, unfortu- 
nately, some .advertising agents 
did not think that photographers 
had any ideas of their own. 

Illustrating his talk with some 
excellent slides, Mr. Fisher con- 
trasted British and Amer'can 
advertising technique. We were 
too fond of static photography, 
he went on, whereas the 
Americans went in for action, 
which we would do well to copy. 


“All photography should 
look as if people are doing 
something. We are not in the 
old days when we had to have 
props to hold people’s necks 
up.” 

Many clients asked for Picass9- 


like perspectives which were so 


violent that the camera was 
unable to oblige, said Mr. 
Fisher. Hands were most diffi- 


cult to photograph and if the 


photographer was not careful 
they looked like bunches f 
bananas. The artist’s brush was 


needed on most photographs. 
Tours of factories by film 
celebraties were good publicity, 
both from the star’s and the 
picture’s point of view. More- 
over, they broke the monotony. 


Offices In Mexico 
And Havana’ 


Formation of Guastella- 
McCann-Erickson §.A., Publici- 
dad. in Mexico City, Mexico and 
in Havana, Cuba, is announced 
by Mr. Hugh A. Mitchell, head of 
McCann - Erickson European 
Operations. 

The new agencies with staffs of 
65 in Havana and 45 in Mexico 
City are the result of a merger 
of Publicidad Guastella and 
McCann-Er'ckson, Inc. Mr. 
Mariano Guastella, former head 
of the agencies bearing his name, 
will be president of the two new 
companies. 
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Paper Chase—7 


‘Pillory The 
Laggards’ 


Appeal to advertising agents 
to co-operate in paper salvage 
has drawn a reply from Mr. 
Max Ritson (chairman Max 
Ritson & Partners Ltd.) to 
the Waste Paper Recovery 
Association. 

He suggests: 

A gingering up of local 
authorities collecting salvage. 

Press advertising to feature 
what percentage of authorities 
are collaborating successfully. 

A publicised list of local 
authorities who do not satisfy 
the Association’s require- 
ments. 

Business firms and house- 
holders will save salvage more 
enervetically, says Mr. Ritson, 
if they are convinced that 
their efforts are not being 
wasted. 


LOOKING FOR 
NEW ANGLES 


Advertising management called 
for peorle who could look for 
new angies and new methods, and 
the Diploma of the Advertising 
Association imparted a breadth 
of knowledge K ng encouraged 
this attitude. R. Green, 
advertising Pn “Rinso,” 
stated at a Society of Diploma 
Holders of the Advertising Asso- 
ciation monthly meeting. 


@ Continued from page 307 


RATE RISES: PRICES 
UP, TOO 


Times goes up from 2d. to 3d. 
with the March 9 issue. Increase 
in the cost of newsprint has 
added over one million pounds 
to the printing bill. To meet the 
newsprint cut Radio Times wii! 
be reduced to a standard 40 pages 
(except in television editions). 
The substance will be reduced 
and a thinner paper used to get 
more copes from the ton. 

Ralph Judson, head of the Ad- 
vertisement Department _ for 
B.B.C. Publications, says: “We do 
not intend to increase our adver- 
tising rates for the time being.” 
Owing to heavy bookings 07 the 
solus 4 positions, new positions 
are being introduced on pro- 
gramme pages. A semi ‘olus 
quarter page will cost £950 per 
insertion. Owing to the cut, svace 
allocations for Radio Times have 
been thrown out of gear as far as 
composite positions are con- 
cerned. Some agents have been 
told that their allocation of com- 
posite page positions has to be 
suspended and a new allocation 
will be made as soon as possible. 

Selling price of Monthly Speed- 
way World increases from Is. to 
1s. 6d. in March. 

Selling price of the Dorset 
Daily Echo has increased from 
1d. to 14d. 
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CLUB NEWS 


Exporters Can Do Better 
Away From New York 


Newcastle 


Parliament And 
. . 
Publicity 

“Modern society seems to live 
in a state of perpetual publicity, 
one result being that all sorts of 
public virtues which used to be 
recognised as such have now be- 
come positive vices,” Lord 
Eustace Percy, Rector of King’s 
College, Newcastle, told the Pub- 
licity Club of Newcastle. 

Because of publicity the House 
of Commons had been destroyed 
as a platform for the public dis- 
cussion of policy. 

“We are advertising ourselves 
to the world as believers in Parlia- 
mentary democracy where you 
can discuss matters in a grand 
forum of the nation,” he said, “yet 
at the same time we make that 
forum a place where only one or 
two people are likely to be re- 
ported at all, and nobody is likely 
to be reported in full.” 


Southampton 


Control By By-laws 
Was Best 


Mr. Rowland J. Roddis, town 
clerk of Eastleigh, Hants, ad- 
dressing Southampton Publicity 
Club on outdoor advertising in 
relation to town planning, said 
he preferred the old method of 
control by means of by-laws 
framed by local authorities, to 
the present system of control by 
planning law. The average de- 
lay of six months in getting a 
decision on appeal was the 
worst of the present system. 

Mr. Roddis observed: “I do 
not think that advertisements 
ought ever to have been caught 
up in this cumbersome, time- 
wasting and expensive machi- 
nery of town-planning procedure.” 


Coventry 
poesia iene wil 


LEARN THE LAW! 


Businessmen do _ not _ take 
enough interest in the law, Mr. 
W. J. Leaper. assistant general 
secretary. Advertising Associa- 
tion, and a London barrister-at- 
law, told the Coventry Publicity 
Assoc‘ation in a talk on “The 
Law of Advertising.” 

“It is extraordinary how many 
contracts, otherwise clearly 
stated, still omit the conditions 
of termination,” he said. 


Woolton As Regent 
Guest 
Annual dinner and dance of 
the Regent Advertising Club will 
be held at the Holborn Restaur- 
ant. High Holborn. W.C.1, on 
March 30. Guest of honour will 
be Lord Woolton. 


British exporters to the U.S. 
stood a better chance outside 
New York, contended Mr. Roy 
Watson, advertising manager, 
Goodyear Tyre & Rubter Co., 
n a tak to Birmingham Pub- 
icity Association. 

Getting away from New York 
opened up new vistas of oppor- 
tunity for a moderate promo- 
tional expenditure, he said. 
American state townships were 
just as closely knit communities 
as were found in such towns as 
Wolverhampton, and were 
equally different from the cos- 
mopolitan big cities. 

The very cosmopolitan nature 
of New York made it a poor 
market for many, British pro- 
ducts which had to be sold in 
fierce competition with American 
mass-produced articles. 


Brit'sh Goods 
Absent In Small Towns 


“For example,” he said, “I 
found in Dayton, Ohio, a city 
considered as the second 
wealthiest in the whole of 
America, a keen interest in Great 
Britain coupled with a desire to 
buy British quality goods. Many 
people told me how they longed 
to buy British china but they 
found it quite unobtainable in 
their local shons. 

“In New York. Macey’s popu- 
lar nrice store had large stocks of 
British china competing side by 
side with American manufactured 
articles and seemingly in only 
moderate demand. I could not 
heln feeling that if these stocks 
had been transferred to Davton 
they would have sold very much 
mere quickly.” 

With the smaller circulation of 
the various local citv newsnaners. 
individual markets in handnicked 
tewns could be tackled indenen- 
dently of a national camnaien. 

Niccussing nickaging for the 
U.SA.. Mr. Watson said that 
Americans demanded a_ higher 
standard of food prenaration and 
were prepared to pay for it. 
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Annual dinner and dance of the Delete Club, held at the Paviour's 
Arms, Westminster. 


George Simon Tells Ireland All 
About The Conference 


Liverpool 

Grim For Grimes 

“Cartooning isn’t a job—its a 
philosophy, a religion, a way of 
life.” said Mr. Lester Grimes, 
cartoonist of The Star, London, 
addressing the February luncheon 
of Liverpool and District Publi- 
city Association. 

Although he had done more 
than 3,000 cartoons, said Mr. 
Grimes, he had never once made 
himself laugh. 


IN BRIEF 


Mr. Collin Brookes, editor of 
Truth, spoke to the Publicity 
Club of Leeds recently on “The 
Future of Individualism.” 


* * * 


James E. Hastings of P. A. 
Menzies Advertising has been 
appointed captain of the Pub- 
licity Club of Glasgow's Golf 


Circle. 


Mr. F. Hoppé, 
campaigns and lectures at the 
Central Office of Information, 
spoke at a recent luncheon meet- 
ing of the Publicity Club of Not- 
tingham. 


Lord Lyle, and Mr. Harold 
Drayton, chairman of the Pro- 
vincial Newspapers and Argus 
Press Ltd., will be among the 
speakers at the Publicity Club of 
London’s GaJa on March 


director of 


Berks and Bucks 


Seven Questions Well Worth Asking 


A seven-item questionnaire was 
proposed as an “acid test” by 
Colonel George Warden, of Arm- 
strong, Warden. Ltd., in a talk 
on “Is Advertising a Profes- 
sion?” to the Berks and Bucks 
Publicity Club. 

The questions were:Is a degree 
necessary to practise? Is dis- 
cipline maintained through a 
statutory or voluntary body? 
Does service consist of advice, or 
is payment made by results? Is 
advertiring or canvassing 
allowed? Does responsibility for 
conduct rest on the individual or 
a firm? Is it obligatory for prac- 


tising members to belong to a 
statutory or other body? Is there 
a fixed scale of fees? 

Col. Warden recommended ad- 
vertising agency men to do some- 
thing about the first and fourth 
questions in particular, in order 
to raise their craft to a profes- 
sional status. A compulsory de- 
gree as a qualification, an “articled 
clerk” system, supported, perhaps, 
by a scholarship. and some 
special dispensation for university 
men entering advertising would, 
he said, make it a much more 
attractive career for youth with 
brains. 


About 120 leading Irish adver- 
tising, publicity and newspaper- 
men attended lunch at the 
Metropole, Dublin, last Thurs- 
day to hear Mr. George Simon, 
general manager of the Daily 
Telegraph, outline plans for the 
International Advertising Con- 
ference. 


The luncheon was under the 
auspices of the Publicity Club of 
Ireland, the Irish Association of 
Advertising Agencies, the Irish 
Advertising-Press Club, and Cum- 
man na nilris (Itgh Periodicals 
Association). Mr. Edward F. 
MacSweeney, chairman of the 
Publicity Club, presided. 


Details Of The 


Programmes Outlined 


Mr. Simon described the organ- 
isation of the Conference and the 
way advertising interests are 
being contacted throughout the 
world to secure a fully represen- 
tative international gathering. He 
detailed the business programme 
and outlined something of the 
lighter side of the Conference. 
Special reference was made to the 
Youth Scheme, and he said that 
the more offers of hospitality 
which were received the more 
young people could be helped 
attend. If more offers were re- 
ceived it might be possible to in- 
crease quotas allocated to various 
countries. He considered this 
an important aspect of the work 
of the Conference. Mr. Simon 
had no doubt thyt many of the 
overseas delegates would go on 

he post-Conference tours, par- 
icularly the one which included 
Ireland. 

Thanks were proposed by Mr. 
Brian D. O’Kennedy (O’Kennedy- 
Brindley Ltd.) who said the 
groups which ~ _~ the lunch 
were particularly anxious that 
many delegates should 
Ireland. 

Mr. William G. King (Indepen- 
dent Newspapers), chairman. 
Advertising-Press Club, seconded 
and said he believed Ireland 
would be represented by a big 
delegation. 

Names were secured of all ad- 
vertising and allied trade repre- 
sentatives willing to help organise 
hospitality for delegates on the 
Trish tour. 
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VEWS ABOUT PEOPLE. 


——— _ 
Maas there cs 


I.4.M.A. Award Six 
Fellowships 


Six new Fellowships have been 
awarded by the Incorporated 
Advertising Managers’ Associa- 
tion. The recipients are: 


C. H. Dolphin, English Stee! 
Corporation, Ltd., a member of 
the Publicity Club of Sheffield. 
Mrs. A. F. Earl, D.D.D. Pro- 


ducts; served on the Club 
Development Committee for 
eight years. R. Russell, Moore 
and Wright (Sheffield),  Ltd.: 


served on executive of Publicity 
Club of Sheffield and as hon. 
secretary of the public speaking 
and education sections. C. B. 
Wrey, Impe ‘ial Chemical Indus- 
tries; chairman, Incorporated 
Society of British Advertisers: 
was chairman of the committee 
that formulated the voluntary 
limitation cf advertising plan 
with the F.B.L. gW. M. York, of 
E. K. Cole Ltd. 


* * * 


Jack Bot- 
tell, space 
buyer, of 
Alfred 
Pe m berton 
Ltd., is now 
h oli daying 
in the South 
of France. 


(See Mainly 
Personal, _. 
page 348) \% 


* * * 


J. O. Twinberrow, who until 
recently held the position of pub 
licity manager with Babcock & 
Wilcox Ltd., was entertained to 
lunch at the Connaught Rooms 
London, by members of the pub- 
licity committee of the British 
Electrical and Allied Manufac- 
turers’ Association. He had been 
a member of that Committee 
from 1945 until his retirement at 
the end of last year, and was its 
chairman in 1945-46. The chair- 
man D. G. Denoon, on behalf 
of the Committee, presented Mr. 
Twinberrow with a pair of field 
glasses as a memento of his long 
and happy association with them. 


* * * 


Ulric B. Walmsley, deputy 
chairman, Aldwych Club, has 
been entrusted with the task of 
selling to members tickets for 
the world film premiére at the 
Odeon, Leicester Square, on 
March 15, of “The Browning 
Version,” starring Michael Red- 
grave and Jean Kent, in aid of 
N.A.B.S. 


Albert Mithado, director of 
Albert Milhado & Co., Ltd., has 
started a new series of broadcasts 
every Thursday on Radio Hilver- 
sum entitled “Here is London” 
in which he gives the British point 
of view on current affairs. 

” 7 * 

Charles Forrest, managing 
editor, Derby Evening Telegraph, 
has been trained to ask questions. 
Last Friday the role was reversed 
for him when on the B.B.C.'s 
Midland Regional programme he 
was interviewed for half an hour 
by David Martin on “The duties 
and responsibilities of an editor.” 

* * * 

Smith Pickup, advertisement 
manager of the Blackburn Times, 
has been elected an executive 
member of the Blackburn Cham- 
ber of Trade. The present mem- 
bership of the Chamber is 841, 
together with allied associations. 

* * 

L. K. Ellis, advertisement 
manager of Poultry Farmer has 
been elected vice-chairman of the 
Farmers’ and Poultry Advertis- 
ing Contro! Board, 


~ * * 
Freddie Harradence is now at 
the Bermuda nursing home, 


Mount Park, Harrow, where his 
friends can now contact him. 
* * * 
Frederick Griffin. of Amal- 
gamated Press, after six weeks 
in hospital. following an opera- 
tion, is mow convalescing at 
Eastbourne, 
* * - 
Raymond Thomas Murray, 
compesitor with Wightman & 
Co., Ltd., has been awarded the 
gold medal in the British Federa- 
tion of Master Printers 1950 
layout competition. Leonard C. 
Harvey, lavout artist with Hop- 


kins & Bailey Ltd. creative 
printers, has won the silver 
medal. 

* * - 
Kenneth H. Williman has 


joined E. K. Cole Ltd. as radio 
sales manager. Before the war 
he was with Roberts Radio. On 
release from the R.A.F. he be- 
came sales manager of Tannoy 
and more recently has been in 
charge of export sales for Bono- 
chord. 
+ * * 

F, J. Welsh has resigned his 
appointment as advertising and 
publicity manager of Jack Old- 
ing & Co. Ltd., distributors and 
contractors’ plant, to join the 
sales promotion denartment of 
C.A.V. Ltd. the diesel, mechani- 
cal and electrical engineers. 

* * * 

Mrs, Blackie Stone has joined 
Minerva Art and Photographic 
Service Ltd., as photographic 
sales executive. 
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Bill Russell 


Smith Pickup 


Stanley Townsend 


Pope Is Standards 
Chairman For The 
Fourth Time 


For the fourth successive year 
G. R. Pope of The Times has 
been elected chairman of the com- 
mittee of the 
British Code 
of Standards 
in relation 
to the adver- 


tising of 
medicines 
and treat- 
ments. 

At the 
annual meet- 
ing of the 


com mittee, 
rep resenta- 
tives of the 
following or- 
gan isations 
were present: 
The Newspaper Proprietors As- 
sociation, the Newspaper Society, 
the Periodical Proprietors Asso- 
ciation, the Proprietary Associa- 
tion of Great Britain, the Adver- 
tising Association, the Incorpor- 
ated Society of British 
Advertisers, and the Institute of 


G. R. Pope 


Incorporated Practitioners in 
Advertising. 
7 * * 


Stanley Townsend, publicity 
manager of the paints division of 
the Imperial Chemical Company, 
was elected president of the 
British Sales Promotion Associa- 
tion at the annual meeting of the 
Association last week. 

Brigadier G. V. Palmer and 
Thos. H. Lewis were appointed 
vice-presidents. and F. Assheton 
Taylor and Horace E, Walker, 
vice-chairmen. 

Other officers re-elected in- 
cluded F. Adrian Latham (chair- 
man), W. Alan Taylor (secre- 
tary), Leonard Copper (treasurer), 
and Michae Lyster (Press 
officer). 

* * 

Bill Russell, export manager, 
Colman, Prentis & Varley, will 
leave on Sunday for a business 
trip to the Middle East. He 
expects to be away about a 
month. 

* * * 

Mrs. S. S. Elliott, acting 
secretary and exhibition director 
of the Office Appliance Trades 
Association, was presented with 
the ins gnia of the M.B.E. at an 
investiture at Buckingham Palace 
last week. 


OBITUARY 


Hugh Paton 


Mr. Hugh Paton, doyen of 
Australian advertising and 
founder of Paton Advertising 
Service, Melbourne, in 1904, died 
recently. 

Fifty years ago, he persuaded 
Robertson and Moffatt to pay 
him 7s. 6d. a week to write their 
store advertisements. But he ran 
into serious trouble with the 
newspaper proprietors, who 
strenuously objected to his 
changing the “copy” regularly 
(because that increased the news- 
Papers typesetting costs), and to 
introducing illustrations in the 
form of wood-cuts (because they 
tended to compete with the news 
columns). 

dt was not long before Hugh 
Paton was receiving 7s. 6d. a 
week from many other adventu- 
rous stores. 

He invented the London Stores 
annual “Clean Sweep” sale; and 
the Leviathan’s annual “Square 
Deal.” 

As time went on, national ad- 
vertisers grew in numbers and 
increased their appropriations. 

During the First World War 
Hugh Paton handled the “Free- 
dom” and “Liberty” Loan cam- 
paigns for the Federal Govern- 
ment. 

In recent years his sons, Noel 
and Jan, have carried on the 
direction of his business. Two 
years ago, by mutual arrange- 
ment they decided to operate 
separate businesses, so, while Ian 
carries on the managing director- 
ship of Paton Advertising Service, 
Noel is operating his agency 
which is called Noel Paton Pty. 
Ltd.. in Melbourne and Sydney. 
Noel is also managing director 
of Warwick Advertising Service 
which also has_ self-contained 
businesses in Melbourne and 
Sydney. 


David Walls 


Mr. David Walls, who acted as 
deputy chief of the London office 
editorial staff of the Edinburgh 
Evening Dispatch, died in the 
Royal Surrey County Hospital, 
Guildford, at the week-end after 
a short illness. He worked as a 
copy-writer for Hedley Byrne and 
Forster-Wright before the war. 


L. G. Pine, managing editor, 
Burke’s Peerage, will address the 
Fulham Readers’ Circle on “The 
Romance of Heraldry” on Mon- 
day evening. 


Oy See . EE eS | Se ee ss ae 
- if F A: - peel 
eC 312 Pe 
3 
4 xs 2 My 
: “— | = 
f - : * 
-. ’ , : ¥ 3 
a . on _ | : 
i 
eu = 3 yo e ‘ 
= e { i 5 
Pe as a 
| Pe ——— 
: 
_/s 
- 
ff PCs : 
= ¥ 
i E 
. 
\ ‘ 
~ a Cl ae S75 e er: Ree ee |. a 8 Ph a's i * ei \ Qe ie: or 


ADVERTISER'S WEEKLY 


R OF FRANKENSTEIN 
Edmund Blunden 


THE TRUTH 
julian Amery, M.P. 


STA RUN 


Max Robertson 
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HEALTH FO 


WORLD [AFFAIRS FASHION 


SPORT MUSIC TRAVEL 


FILMS ART HUMOUR 


THEATRE FICTION 


NATURAL HISTORY SCIENCE 


G. | 
‘ LINDLEY SPARKES 
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Hearsay Evidence Is Not 
Strong Enough 


T is impossible, so far in advance, to list any order of priority 

for topics on the agenda of the [International Advertising 

Conference, but it is safe to forecast that few will evoke more 
interest than the sessions at which education and training are 
discussed. 

There is doubtless much that Britain can learn from visiting 
delegates on this subject. Conversely, while overseas delegates 
may feel the British system is capable of some improvement they 
may well be impressed at the extent and variety of the training 
available here. 

While there are good grounds for satisfaction there is no cause 
for complacency, and the searchlight of the Conference will spot- 
light a few of the inherent weaknesses of the present training 
schemes. Ong question which the Conference should solve is 
whether there is too great an emphasis on technique, and too little 
regard for the broad principles on which efficient advertising 
must depend? | 


* * * 


As the yearly examinations of the Advertising Association draw 
near an opportunity presents itself for strengthening the structure 
of the British system. It would be a great boon, not only to young 
people, but to advertising in general, if the Association were to 
publish sample answers to its papers, after the examinations are 
concluded. Not only those who were ploughed (and let us hope 
their numbers are few) but the entrants of future years would 
study such answérs diligently. A fair index would he given of 
what the examiners expected, and even the successful candidates, 
and advertising men of great experience, would pick up useful 
knowledge from the answers. 


* * * 


Admittedly much time and organisation would need to be 
expended to make this suggestion effective. Is it worth it? Yes, 
abundantly. One powerful argument in favour of the scheme 
being introduced this year is that it would provide valuable 
evidence to offer at the Conference during sessions on ‘“What 
Britain is doing for education and training for advertising”. 

The delegates are in for a spate of oratory; theories will be 
expounded, arguments will be examined. One ounce of fact, it 
has been said, is worth a ton of theory. Were the questions and 
answers to be tabled, Britain would be giving the Conference up 
to the minute evidence of what is being done. Visiting delegates 
would remember such documents—long after they may have 
forgotten some of the declamations. 
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To-morrow’s Topics 


NE day, after the event, the 

full story will be told of how 
the 1951 International Advertis- 
ing Conference was saved by a 
handful of British advertisers 
with faith in the future. 

As the world political scene 
darkened, it was feared that the 
Conference might be postponed. 

The organisers felt that, in 
view of the threat of war, they 
should, before spending to the 
full limit of their resources, test 
the reaction of those who had 
given considerable sums to 
support the Conference. 

They need not have worried— 
the immediate and unanimous 
response was that the show 
should go on. 


~_—_ = £};;} # 


Language difficulties, which 
might have led to protracted, 
tedious discussions at the Adver- 
tising Conference, have been 
solved. It will not be necessary 
to have a complicated system of 
simultaneous translations, for the 
official language is to be English, 
spoken by most of the important 
delegates from overseas. There 
will be translators on the spot to 
help out anyone who gets into 
difficulties. 


—~— 


Catholics Want 


Easter Posters 


OMAN Catholics who ran a 
greetings poster campaign 
throughout the country at Christ- 
mas were well pleased with the 
results. Three thousand large 
posters were used, some of them 
on sites given free by well-known 
outdoor advertising contractors. 
Sixty thousand people contri- 
buted £4,400 to pay for the cam- 
paign, and the organisers— 
“thanks to the generosity of bill- 
posters”—have £1,000 in hand. 

How are they going to use this 
money? 

There will certainly be more 
posters next Christmas. And a 
widely supported suggestion that 
there should be an Easter cam- 
paign as well is also to be con- 
sidered. 


Census will be taken shortly 
by a well-known outdoor adver- 
tising firm to count the number 
of people who pass, and are able 


to see, their sites. Their last 
check, over a year ago, produced 
figures which would have sur- 
prised some advertisers who think 
they have the best sites. But the 
figures were kept secret. Idea 
behind the census is to see 
whether it is possible to quote 
readership figures for each site. 
Such statistics are usually made 
available in America, and some 
site owners think the practice 
will be common here before long. 


‘Plastic As Leather’ 


Prosecutions Soon 


pacecuniors may be ex- 
pected soon against traders 
who are alleged to have been 
offering for sale plastic and fabric 
goods described as leather. 

Leather and leather goods pro- 
ducers have in recent months be- 
come increasingly concerned 
about the considerab!e number of 
cases reported to them, and they 
are now forming a_ Leather 
Descriptions Council. Four trade 
Organisations and the Retail 
Trading-Standards Association 
are getting together in this effort 
to protect the trade. 

Terms of reference empower 
the Council to “take such action 
as may be necessary to eliminate 
false and misleading descriptions 
in the leather and leather goods 
industry.” 

It is hoped that the formation 
of the Council will have a salut- 
ary effect. But there will be no 
hesitation to take legal action 
whenever necessary. These people 
mean business. They are going 
to ask advertisement managers to 
tell them of any cases of mis- 
description. 


Despite an optimistic report in 
a leading Sunday newspaper, 
there is little prospect of an im- 
mediate return to branded petrol. 
Oil company spokesmen say they 
can see no change in the situa- 
tion which might lead to the 
restoratiom of the old familiar 
names. The Anglo-American Oil 
Co. (Esso), however, say their 
£374 million refinery under con- 
struction at Fawley should be 
completed next year. That should 
mean branded petrol in 1952— 
or even in the coming summer if 
production prospects look good. 
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Two Methods Of Using Acetate Sheet 
Face The Acid Test Of Function 


E perfection of printing 
on acetate sheet has pro- 
vided the advertising man 

with a valuable tool (do you 
remember the early experiments 
20 years ago to control stretch 
and find inks that would mate 
with the material), but the process 
is sometimes used just for the 
hell of it when something else 
might be better and certainly 
cheaper. 

A new folder for the Parker 
51 pen uses acetate sheet func- 
tionally by printing it both sides, 
stitching in register and binding 
into a paper folder so that, as the 
acetate sheets are turned over, the 
construction of the pen is revealed 
layer by layer. 

Significant is the fact that the 
acetate sheets when folded mea- 
sure only 6 in. x 24 in. They are 
used solely for» diagrams. The 
sales story is told, with customary 
Parker enthusiasm, in a three-fold 
art board folder into which the 
small acetate sheets are stitched. 


This is both effective and econ- 
omical. 
* *~ +. 

A BOOKLET FoR Tri-sure drum 
seals is rather more extravagant. 
The book measures 11 in. by 84 
in., and a board cover has an 
extra cover of thick transparent 
sheet which is printed with a 
balloon on which are the words 
“*Nobody can get at me’ said the 
Oil Spot.” 

A drop of oil falling into the 
open orifice of an oil drum is also 
printed on the overlay, in register 
on a colour picture of the drum 
on the board cover. On this the 
wording in the balloon is changed 
to “I'll be safe and sound behind 
Tri-sure sealing.” 

Both the sales points and the 
sequence in which they are pre- 
sented are sound, but I wonder 
whether the use of the transparent 
sheet is justified. The story could 
have been developed on front 
cover and first right hand page 
just as effectively—perhaps better 


as on my copy the acetate is 
trimmed short so that the natural 
turnover is not from acetate to 
board cover but from acetate to 


PRINT REVIEW 
by 


Brian Hilton 


inside pages—the thumb turning 
over both covers at once without 
realising that there are two. The 
other half of the acetate sheet at 
the back is not used at all. 

* * * 


I SHOULD have liked to know 
how Morandi & Co., Ltd., im- 
porters of Martini Vermouth into 
Britain, intend to distribute a 
leaflet designed for them by 
Ashley Havinden. The front and 
back covers are both a reproduc- 
tion of the double crown poster 
which one sees on railway stations, 
and which is divided vertically, 
each half carrying a bottle in an 
exclamation mark, one bottle 
being sweet Martini and the other 
dry Martini. The leaflet contains 
twelve cocktail recipes using 
Martini. But how does it reach 
the consumer? 

If one is given away with each 
bottle of Martini and is intended 
to increase the consumption of 
the drink amongst existing users 
well and good; the recipes are 
useful, simple—and twelve are 
probably enough to induce people 
to use up their bottles faster. But 
if it is intended to 
create new cus- 
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seems able to import plenty of 
drink, and some educational work 
may reap good results. 

* * * 

THE BRILLIANT SERIES of colour 
advertisements produced by 
Claud Wyatt for C. & E. Layton 
Ltd. has now.been collected into 
a portfolio to meet the demand 
for reprints. 1 hope that copies of 
the portfolio have been sent freely 
to appropriate schools and clubs 
as well as to customers who have 
asked for them, for the advertise- 
ments contain a_ tremendous 
amount of information. 

Incidentally, one of the adver- 
tisements deals with the Cox and 
Hallam colour charts, but the 
text is very cagey about the distri- 
bution of the charts. I can hardly 
believe that Laytons will give 
them away, except in special 
cases, but readers would no doubt 
like to know what they cost and 
how to buy them. 

* * * 


Lewitt-HIM ARE usually con- 
cise; their designs need few words 
and are amusingly clear. Whether 
the Pan American booklet that 
bears their signature was all their 
own work, or whether they were 
instructed or persuaded I do not 
know, but I found it unusually in- 
trospective, tedious and too long. 
The text is set in typewriter type 
in uneven lines of a word or two. 
On each page a couple of words 
are underlined, but the choice of 
words appears quite arbitrary and 
pointless. Twelve pages are taken 
to say what could have been said 
more effectively on two. 

* ” * 


THAT THERE IS no need for de- 
signers to stand on their heads io 
produce effective leaflets, and 
that a fresh design every time is 
neither necessary nor desirable is 
demonstrated by a series printed 
by H. P. Dorey & Co., Ltd., for 
Bratt Colbran Ltd. (See page 318.) 

All seven octavo leaflets are 
exactly alike. The firm’s name is 
printed across the top in Perpetua 
Bold u. and Lc., there is then a 
photograph four inches deep and 
bleeding off at the sides, below 
that half-a-dozen lines of type and 
at the foot a brilliant orange band 
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not enough infor- 
mation is given 
about vermouth to 
arouse the interest 
of people who 
know little about | 
it—and there are | 
many women who | 
have a “gin and 
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drinking. The aper- 
atif market is 
prettycrowded now | 
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In BRITANNIA znd EVE you see scores of 
advertisers who are willing to pay a little more for 
something a great deal better—better class readers, 
better production, better Editorial all important 
factors in selling good quality merchandise. The 
superbly edited HOME SECTION makes strong appeal 
to appropriate advertisers. BRITANNIA and EVE 
can offer you full 4-colour of which you can be proud. 
We produce it so well that we, too, are proud. 


British National Newspapers Limited, Commonwealth House, New Oxford Street, W.C.t Holborn 6955 
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don’t let 


soodwill die 


them ALL... NOW. 


Remain In Print in 


as she will without constant care—which means continuity of 
advertising. The only way to ensure this is to reserve your 
space requirements NOW. Shortages of supplies have a way of 
adjusting themselves—loss of goodwill has not... 
be kept alive by your efforts (and our willing co-operation). 
Let us watch over your interests in the £2,000,000,000 municipal 
market—our 60,000 readers (the borough architect, engineer, 
surveyor, highway engineer, sanitary inspector, medical officer 
of health, town clerk and treasurer) are the BUYERS. Reach 


3/4 Clement's Inn, Strand, London, W.C.2. 
, HOLborn 2827. 
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bs 


carrying in reverse the words 
“Portcullis Gas Fires” and the 
trade mark. 

As there is no Perpetua Bold 
italic Plantin heavy italic has 
been used as a headline below 
the photograph and above the 
type. 

_ * * 

GUMALIUS, STOCKHOLM, pro- 
ducers of advertising, have sent 
to this country a brochure 17 in. 
deep by 114 in. wide (mouth- 
watering sign of paper plenty) 
reprinting some of the advertise- 
ments they have designed. It has 
an introduction in English which 
assures the reader that people do 
read advertisements. But it is 
not clear what Gumelius want 
the English reader to do about it 
An offer of collaboration implies 
that they want English advertisers 
to place their Scandinavian adver- 
tising through Gumetlius, but the 
text does not explain the pro- 
cedure—it does not even state 
that Gumelius is an advertising 
agency. Collaboration with an 
English agency would have made 


Béatt Colbran Limited 


The Neat Burner “PENRITH 


BD roncanun RY cas rae 


“There is no heed for designers 
| ro stand on their heads to pro- 
| duce effective leaflets.” Six other 

leaflets follow the same design. 


“A masterpiece of clean functional design,” this spread from the G.B. 
Equipment catalogue uses green on the left-hand page, and orange on 
the right (which starts a new section). 


this elaborate production twice as 
effective. 
* - ~ 

THERE ARE TEN colour photo- 
graphs of food in a brochure 
produced by West One Studios 
for Escoffier, who make sauces, 
pickles, fish and meat pastes. | 
am told that the tables in the 
studio were laid by a waiter from 
a leading hotel, who brought the 
various dishes in a taxi. Alas, ‘ie 
also took the food back, and the 
juicy steak on page three was not 
a studio “perk.” 

The photographs were taken as 
monochromes —each _ requiring 
almost a whole day to prepare 
and take—and were afterwards 
coloured. 1 don’t suppose they 
were much, if any, cheaper than 
transparencies would have been, 
but of course control was com- 
plete, and in this case the labels 
on the bottles had to be spot on, 
even down to the smallest type 
and bit of colour. In these cir- 
cumstances prints are essential 
and hand colouring probably less 
costly than colour prints. Though 
the reproductions show the brush, 
they are colourful and accurate. 

Text. which consists for the 
most part of recipes, is set in 
Perpetua and printed black on 
light tone backgrounds. 

* . * 


ONCE AGAIN the catalogue of 
films available on hire from G. B 
Equipments Ltd. is a masterpiece 
of clean functional design. Any- 
body who is required to arrange 
a mass of detailed information in 
a catalogue should see this 100 
pager. It is set in Times and Times 
bold throughout, with rules and 
Statistical panels in a second 
colour which is changed in each 
section of the book. The title 
pages of these sections are simple 
but extremely clever. 

- * * 

SIX OPERATIONS IN the produc- 
tion of giant photographic en- 
largements are pictured in a leaf- 
let produced by Howard Panton 
Ltd. for Autotype Ltd. A rect- 
angle is neatly cut out of a 
geometrical design on the front 
cover to show part of a man’s 
head on page 2. 
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Sunday with the Constables 


As the new Plymouth, with its fine wide streets and 
magnificent vistas, emerges from the ashes of the old, 
Mr. James F. Constable and his son, J. Alleyn, can feel 
that they have played their part, for the Constables are 
Surveyors, Valuers and War Damage Consultants. 

Mr. Constable, Senior, and his charming wife are 
emigrants from London and Yorkshire, and have been 
in Plymouth for the last 17 years. They are warm, kindly 
and generous, and anyone visiting them in their charming 
home at Peverell Park Road, Plymouth, from where they 
conduct their business, can be sure of a sincere welcome. 


Like many other people who work hard all the week, 


the Constables like to take things easy on Sundays. And 
most week-ends, it is slippers in front of the fire for all. 
By advertising in the Sunday Pictorial, you can put your 
sales message before the Constables, and many other 
families like them, on the day they have time to read 
advertisements at leisure. 

The Sunday Pictorial, with its average weekly net 
sale of 5,165,253, covers a tremendous cross-section of 
Britain and goes into the homes of all classes on the best 
advertising day of the week at a square inch per thousand 
space rate of only .57 of a penny. This is actually 10.9 per 
cent LESS than in 1939. 


Sunday Pictorial 
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Retail Store Advertising—2 


FEBRUARY 22, 1951 


Choosing The Goods To Be Featured Is 
The Advertising Manager’s Job 


BY THE ADVERTISING MANAGER OF A FAMOUS STORE 


OWHERE is the truism 
Ne advertising is a form 

of selling more evident 
than in store advertising—and 
nowhere is it so essential that 
the advertising manager should 
be a vital cog in the machinery 
and not simply a designer of 
pleasing layouts or a writer of 
smart copy. 

The tendency to judge results 
by day to day figures—prevalent 
throughout the retail trade, is 
derided by our more aesthetically- 
minded colleagues, one of whom 
recently referred to store adver- 
tising as the Cinderella of the 
profession. 

The fact is, however, that 
results, in hard cash, produce a 
Prince Charming many an 
account executive would welcome 
as a wooer,. : 

Daily figures are not meaning- 
less cyphers on paper. They are, 
if the store manager, the adver- 
tising manager, the sales manager 

and every one in the team 
down to the stock room boy— 
has done his job right, translat- 
able into satisfied customers. 
There is, of course, no finer 
prestige advertising in any busi- 
ness than that given, free, by the 
satisfied customer. 

What, then, is the function of 
the advertising manager in the 
process of making a satisfied 
customer? He, alone, in the chain 
of sellers can hold aloof and 
think solely of the customers, 
divorced as he is from stock 
turns, slow moving goods, “open- 
to-buy” figures, last year’s trade, 
and the whole battery of forces 
which influences the general man- 
ager and sales manager in select- 
ing lines for advertising. He, 
alone, can assess the merchandise 
from the customer’s point of view 
as a potential buyer—and at the 
same time assess its value as a 
bearer of long-term goodwill. To 
do this he must not only have 
strength of character and a sound 
understanding of customers, 
media, and his colleagues, but 
also must “know” merchandise. 


In Defence Of 
Dearly Bought Space 


It is this knowledge, and this 
alone, which will defend his 
dearly bought space from the 
buyer who is trying to clear dead 
stock, the sales manager who is 
trying to force up profit at the 
expense of turnover (rare, in these 
days, but still a possibility) or 
turnover at the expense of profit, 
or the general manager who is 
“sympathising” with a department 
with last year’s huge figures to 


meet—and no worthwhile goods 
to meet them. 

The advertising manager can 
guard, too, against the “short sup- 
ply” menace. Advertising such 
goods brings queues, turnover 
and profit, but few regular cus- 
tomers, while creating a “lazy 
selling” complex in both manage- 
ment and staff. 


The Goods Are Not 
Always Wonderful 


The problem of advertising to 
clear stock (except at sale periods) 
is one which every store manager 
must face and overcome from 
time to time. The general man- 
ager’s attitude is typified in the 
story of the salesman who met a 
visiting director. 

“What do you think, sir, of 
these goods the buyer has just 
sent in,” he asked. 

“Have we paid for them?”— 
answered the director. 

He was assured on this point. 

“I think they’re wonderful,” he 
concluded. 

The advettising manager knows 
that the goods are not always 

uite so wonderful, and that 

what can be sold across the 
counter is not always suitable 
material for an advertisement. 
The move away from a seller’s 
market a few years ago prompted 
one store manager to spend 
money on advertising and display- 
ing goods he found difficult to 
sell, to the detriment of good, 
sound merchandise, The public 
were attracted to goods which 
were proved bad value. Any sales 
made under this pressure of pro- 
motional material were almost 
certain to damage goodwill. 


Back The Basic 
Selling Lines 


The advertising manager's 
knowledge cannot be encyclo- 
pedic. He can soon learn, how- 
ever, the basic selling lines in a 
department, and by backing these 
winners bring success to the 
store—not only in terms of day- 
to-day figures, but also in prestige 
and goodwill. One store group 
has developed this idea to such 
an extent that almost one-third of 
its turnover is realised on a mere 
200 lines specially chosen for 
their value, their exclusiveness, 
and their advertising qualities. 

The relationship of the adver- 
tising manager to the public is 
that of a reporter providing news 
about merchandise—and not a 
journalist providing work of art- 
istic quality (however transient) 
The article’s saleability is its 
major virtue. Flat soles with 


canvas loops, machine cut from 
rubber designed for bullet proof 
petrol tanks offer little scope for 
artist, layout or copywriter. A 
“sixth” merchandising sense 
picked these off the counters of a 
midland store in 1946 and sold 
15,000 pairs as sandal soles for 


results. This payment is an 
essential, though it should not 
be a major portion of his income, 
His basic salary should be suffi- 
cient to ensure that he is never 
wholly governed by the necessity 
of beating last year’s figure, to 
take the long view of goodwill 


nised sales. 


tation. 


® Results of store advertising can be calcu- 
lated day by day—by the number of 
times the tills ring. 

® The “selling lines” chosen for advertising 
backing should be good value. 
clear cut-price stock except at recog- 


® Rushing “difficult™ products detracts atten- 
tion from established and sound lines— 
to the detriment of the store’s repu- 


® The advertising manager must stamp on 
mis-representation of products which 
store managers sometimes insist on. 


Never 


beach wear in a few weeks. This 
against strong customer-resistance 
by the store manager and the 
buyer. 

A children’s plastic coat hanger, 
now selling in thousands per 
week, was spotted hidden away in 
a haberdashery department. The 
sales manager looked upon it as 
just more stock—the store man- 
ager responded to the ad. man- 
ager’s enthusiasm and initial bulk 
orders for 20,000 gave that store 
an “exclusive” for several valu- 
able weeks. An adult coat hanger 
was designed to match, followed 
by skirt hangers—all three staple 
top-selling lines to-day. 

A lightweight raincoat for men, 
on the other hand, was missed in 
one group until a rival store had 
built up its mail order trade alone 
to a 1,000 a week. One store 
manager of my acquaintance— 
with a fine selling record—works 
on the theory “If the department 
can’t sell to the advertising man- 
ager, they can’t sell to the public.” 
This means in practice, that the 
advertising manager is always 
selling goods for which his own 
enthusiasm has already been 
roused, and in the hectic, high 
pressure business of retail selling 
enthusiasm is often the most vital 
factor. 

If we accept the theory that the 
advertising manager should have 
some say in the choosing of lines 
to advertise, it follows that he 
should also be paid, in part, by 


and prestige instead of a short 
view of profit and loss. Blindness 
to this long view has, in recent 
experience, prompted store man- 
agers to sacrifice the dignity cf 
the annual mannequin parades 
in an effort to achieve a turnover 
of £20 on the sale of cups of tea; 
to encourage celebrity visits 
which brought crowds—of the 
wrong people—and to stage stunts 
which have offended the taste of 
large sections of the shopping 
public, even though showing 
palpably successful returns on a 
short-term basis. 

To a lesser degree, the know- 
ledge of merchandise will help 
the advertisement manager to pre- 
vent those misrepresentations 
which are still a headache to the 
etal Tentiang Standards Associa- 
ion. 

Terms like Hoover, Trubenised, 
Burberry, Bakelite—and descrip- 
tions such as wool gaberdine, art 
silk, oak, and walnut, are still 
too frequently misused—and, let 
us face it, often with deliberate 
intent by the departmental man- 
ager. 

To all this I hear high-brow 
members of the copywriting frat- 
ernity murmur “Haslam Mills”’— 
and recapitulate the story that 
he knew nothing of shoes except 
what it feels like to wear them. 
My only answer is that Haslam 
Mills was a genius—and never 
worked in a retail store. Few 
geniuses do! 
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a 


The kind 


of person who 


travels by 


Canadian Pacifie 


Officials on matters of State ; executives contacting overseas business houses ; 
people visiting relatives . . . those who appreciate comfort and the better 
things in life . . . who recognise such things as the efliciency and thoroughness 
of the Canadian Pacific Service. Discerning by nature — they are the people 
who read The Listener. That’s why Canadian Pacilic advertise in The Listener. 
That’s why, if the goods you are selling appeal to this market, you should 

include The Listener — with its circulation of 150,000 — in your 


advertising schedule. 


who reads 


The 


Listener 


Member of the Audit Bureau of Circulations 


All enquiries to: Advertisement Department, B.B.C. Publications, 
Broadcasting House, Portland Place, London, W.1 
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00 Advertising 

() Air Conditioning 

() Architecture 

{] Automobiles & Accessories 

() Aviation 

{| Baking and Bakers’ Supplies 

(_) Blacksmithing and Welding 

() Books, Stationery 

C) Broadcasting 

( Building, Construction & 
Materials 

(0 Building Maintenance 
Equipment 

() Business and Finance 

() Carbonated Drinks and 
Brewing 

C) Chemistry 

C) China, Glass and Ceramics 

C) Clothing, Millinery and 
Yardage Goods . 

() Coal and Fuel 

(_] Cosmetics and Perfumes 

C) Dentistry 

_) Dogs & Pets 

() Education 

() Electrical Equipment & 
Appliances 

(C0 Engineering 

(0 Farm Implement Trade 

0 Feed 

C) Fishing & Fish Storage 

(0 Food Processing and Canning 

( Frozen Foods 

( Fur Trade 

( Furniture and Furnishings 

0 Gas 

© Grocery Trade 

C) Health 

() Heating & Plumbing 

() Hotels and Restaurants 


The Business Newspapers Association is composed of o rer 100 
trade papers and other periodicals serving all sections of 


CHECK THE MARKET 
YOU WANT TO SELL 
IN CANADA 


© Industrial Management 
& Processing 


0) Insurance 

Cj Ironmongery & Hardware 
( Jewellery & Optometry 

C) Laundry, Dry Cleaning 

( Leather 

( Lumbering & Woodworking 
C Meats 


0 Metal Working Industry 

0 Milk & Milk Products 

© Milling, Flour & Feed 

C) Mining 

0 Municipal 

Cj Oil and Petroleum 

CL) Office Equipment 

() Packaging & Shipping 

() Paint & Varnish 

C) Paper 

(0 Photography 

C) Plastics 

() Power and Power Plants 

( Printing and Publishing 

() Process & Fabrication 
Machinery 

0D Railways 

( Refrigeration 

() Retailers and Wholesalers 

(J Road Transport 

Shipping & Marine 


(_] Tobacco Trade 

() Tourist Trade 

| Toys and Games 

() Uniforms 

() Warehousing & Storage 
(0 Wireless & Television 


Canadion trade and industry, manufacturing, finance and 
management. Market information, sample copies and adver- 
tising rates covering the market you want to reach will gladly 
be sent to you without obligation. *(Your request by airmail 
brings you a prompt reply in only a few days.) 


af 
«© BUSINESS NEWSPAPERS ASSOCIATION 
OF CANADA 
137 WELLINGTON STREET WEST, TORONTO, CANADA 
*You may see copies of Canadian business papers at the offices of the Canadian 


Government Trade Commissioner in London, Liverpool, Glasgow, Belfast. 


els 
“~~ 


The new Scott's 
twin-pack (in four 
colours) has been 
well received by 
baby clinics and 
the pharmaceutical 
trade. 


Cereal In Two 
Instalments 


geen different baby cereals— 
oat and wheat—are contained 
in this new pack designed in con- 
junction with A. & R. Scott Ltd. 
by Pat Gierth, of Colman, Prentis 
& Varley Ltd., and printed by 
William Thyne Ltd. 


bh package for Meltis’ New 
Berry Fruits has been de- 
signed by Richard Lonsdale- 
Hands Associates for the export 
and home markets. The design is 
printed in two colours on a Pear- 
lite box and wrapped and sealed 
in transparent cellulose. 

The colours are as follows: 
Centre panel and _ fruits—red; 
background pattern of leaves— 
pastel green. 

* a * 
SIX-PACKET unit was de- 
cided on by Weston Biscuit 

Co. and Hunt Partners’ Studio as 


the best size for the new Ryvita 
pack. Product name is in hand 


Keystone Studio. 


letters, 2¢ in. high. Red and blue 
inner wrapper was designed by 
Hunt Partners in conjunction 
— Colman, Prentis & Varley 


* * * 


ARTONS for 3-Hands disin- 

fectant were produced jointly 
by Greenwood Developments 
Ltd. and the manufacturers. 
Labels on bottle and solid pack 
are the work of David Caplin, 
M.S.1L.A. Bottle was designed by 
J. Bateson for Samuel Pearson 
(West Bromwich) Ltd. 
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T was a very moving ceremony 
—moving and enormously sad. 
A small girl was given the fairy 
from the top of a Christmas tree. 
There’s nothing very extraordin- 
ary about that: it doesn’t begin 
to make news until you mention 
that this particular little girl has 
spent the last three years inside 
an iron lung. 

The donor of the fairy was 
Patricia Carey—-founder of the 
Infantile Paralysis Fellowship. 
We had promised an exclusive 
on the presentation to the Sunday 
Graphic, for the story seemed 
well suited to pictorial treatment. 
Suddenly the child—whose life, 
for almost as long as she could 
remember, had been a flat land of 
inactivity—became the centre of 
rather alarming bustle. A feature- 
writer flurried around asking 
questions, a dazzling new toy 
came into her narrow world, and 
flash-bulbs—things she'd never 
seen before—improved on _ the 
grey afternoon light in the 
hospital ward. On Sunday she 
would appear in the paper, and 
then it would all be over. There 
would be just the chatter of the 
other children in the ward and 
the monotonous wheeze of the 
bellows beside the lung. 


By The Disabled 
For The Disabled 


Sidney-Barton Ltd., took over 
the public relations account of 
the Infantile Paralysis Fellowship 
some months ago. We were the 
first firm of P.R. consultants they 
had ever employed. 

The LP.F. is an organisation 
run by the disabled for the dis- 
abled. Consequently the hier- 
archy are nearly all of them 
chairborne or stickborne, and I 
learnt a great deal from them. 1 
learnt that pity, the word 
“Cripple,” and making a great 
fuss of trying to help, when 
really you're only getting in the 
: way—these and various other 
a things are taboo. 


Disablement Is 


Not News 
Nothing can make colour matching an easy business. Subtle variations in At first we wondered how, in these 
paper and the obvious (to a printer !) differences between the colour | qays of pathetically sn all papers 
values of an original sketch and the shades obtained from printing inks | 1 win adequate publicity There 
conspire to make accurate matching the work of an expert . . . and an - 


idealist. But, the Winstone ‘* Colour Finder ’’ can be of inestimable assist- - rata paged pattem gent ea 
ance to the harassed Studio director or print-buyer —150 scientifically ablement isn't news—it is ‘a 
arranged colour variants, of standard Winstone Inks, make accurate colour calamity. The best thing to do— 
comparison much easier! If you suffer from colour-trouble send today for | jy fact the only thing until polio 
this uniquely practical aid, now available, free. breaks out in force again— 


‘6 seemed to be to tell stories. 
; iv . Stories about men, women, and 
. “i wk children who had had everything 
QPS COVCCI— Bi against them, and who—helped 

eo 


oe by the I.P.F.—had none the less 
made good. We found plenty of 
B. WINSTONE & SONS LTD. - 150 CLERKENWELL ROAD - LONDON, £.¢.! | Such instances, and they impressed 

us. And, what is more impor- 
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COLOUR MATCHING | ‘The Call To Alms 


THE STORY OF A PUBLIC RELATIONS 
MADE Wacch EASIER! CAMPAIGN FOR A CHARITY 


tant, they seem to have impressed 
the Press as well. The traditionally 
cynical and hard-boiled represen- 
tatives of news and feature 
gathering have belied their own 
reputation. They have shown 
themselves sympathetic, and they 
have helped. 

It did not require much talking 
—it certainly did not need high 
pressure salesmanship—to induce 
the editor of the Daily Mail to 
lend Flook of the back page strip 
to the Fellowship’s Christmas 
party. The Sunday Graphic sent 
its cameraman and writer to the 


“It is the nature of charity 
accounts that they should be 
run on shoe-strings,” says 
RICHARD GARRETT, and 
describes how his organisa- 
tion, Sidney - Barton Ltd., 
tackled the problems of the 
Infantile Paralysis Fellow- 
ship account. 


iron lung ceremony without a 
murmur. The ... but the cases 
are too numerous to mention. 
Fleet Street, on both the male 
and on the distaff side, has given 
and is giving its support to the 
disabled. 

In other directions, Richard 
Dimbleby lent his name and 
reputation to an appeal booklet 
which he sent out—and in 
answer to which, we are glad to 
say, the money is coming in. The 
1.P.F.’s monthly Bulletin had to 
be re-designed, but the Fellow- 
ship has no revenue from which 
to pay contributors. An appeal 
went out—Angela Kelleway (ex- 
Garlands’, now a housewife and 
mother) turned in a charming 
story for children; Roy Honnor, 
of Kemsley Newspapers under- 
took to do the typography and 
lay-outs in his spare time, and 
David Koster (Graham and 
Gillies) and Walter Herz (Heros 
Ltd.) produced drawings. The 
staff of Sidney-Barton were, of 
course, set to work, too. 

It is the nature of charity 
accounts that they should be run 
on shoe-strings, and this is just 
as well. The object is to help 
the handicapped, and precious 
little money should be diverted 
from this purpose. 


German Colours And 
Pencils Available 


Gunther Wagner Pelican poster 
colours and A. W. Faber Castell 
pencils are once again being im- 
ported by Colyer & Southey Ltd., 
London. 
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Launching 


LIGHT CRAFT 


The new monthly for a rapidly growing sport 


RTICLES, news and pictures, specially presented for the constantly 
growing number of enthusiasts who sail, build or design small boats, 
will reach them direct through this new monthly publication. 


@ Small auxiliary cruisers 
@ General purpose dinghies 
@ Outboard speedboats 
@ | Racing dinghies 


@ Motor launches 


Photo ; Beken, Cowes 


The first issue, dated April, will be published on March 22. 
There will be 56 pages, and the paper will be a good quality 
imitation art. For advertisement rates and details, contact 
Gregory C. Burt, Advertisement Manager, LIGHT CRAFT. 


LINK HOUSE - STORE STREET - LONDON, W.C.1 - MUSEUM 9792 
MONTHLY Is. 6d. 
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HE reason graduated art 

students often fail to get 
work is not because they are 
poor artists and cannot produce 
good sketches, but because 
nearly all of them fail to present 
their ability in the right manner 
during the all-important inter- 
view. This problem can usually 
be solved if five very essential 
points are borne in mind. 

When you go for an inter- 
view take samples that can be 
recognised as part of, or 
complete advertisements. 

The studio manager is busy 
but he will see you; this is 
because commercial artists are 
scarce and promising talent is not 
to be missed. The interview 1s 
going to take place and you are 
going to show some art work. 
You are after a job but you aren't 
sure you're going to get it. Why's 
that? Because you aren’t sure 
about those sketches you are 
carrying. They're all mixed up: 
full colour still-life stuff, pencil 
drawings of hands, perhaps a-pen 
sketch of a man smoking a pipe. 
some surrealistic posters and so 
on. 

Nothing in fact, that the studio 
manager wants to see. Nothing 
to help him visualise you as a 
commercial artist. 


Show A Design 
That Will Sell 


Everything produced in a com- 
mercial art organisation is de- 
signed to sell something. All your 
samples must be designed to sell 
something, Hide the still-life stuff 
and the man smoking a pipe 
Meet the studio manager on 
common ground. Let him see 
sketches of advertisements. 
Prepare a special set of samples 
designed especially for him 
Show him commercial art. 

Take with you, not only 
sketches that are advertise- 
ments, but visuals, roughs and 
finished drawings you have 
prepared for mmaginary subjec ts. 

If you were to build a house, 
you would first of all approve a 
plan, then inspect the work as 
the building progressed. It is 
something like that with com- 
mercial art studios. The studio 
builds up an advertisement and 
whoever commissioned it has to 
be satisfied that things are going 
along satisfactorily. It is impor- 
tant that you should know this 
to help you in your dealings with 
the studio manager. 

Let us imagine that a client 
has just walked out. We shall 


assume that the general form of 


Five Steps Up The Ladder 
To A Studio Job 


By GEORGE GAMLIN, 


an advertisement has been 
decided on. The information is 
given over and the artist gets on 
with it. The first thing produced 
is a visual. This is a rough sketch 
showing the general presentation 
for the studio manager to see. 
On his approval the artist now 
does a rough which is shown to 
the client so that he can have 
some idea of what his ad. will 
finally look like when it is 
printed. When this is approved, 
the artist now has to do F.D.’s 
(finished drawings) for repro- 
duction. 

All this proves that the rough 
sketch plays an important part 
in the life of an advertisement 
and the ability to produce slick 
looking roughs is a great asset. 

It is very likely that during the 
interview you will talk about your 
training. The studio manager 
knows the gulf between the work 
and the methods of his studio and 
your academy. If you want to 
bridge that gulf and make him 
take an interest in your sketches, 

clearly mark each sketch with 

the number of hours you were 
employed on it. 

Time is money and in nearly 
all art studios the value of 
sketches is assessed on the time 
taken to turn them out. There 
is naturally a system of costing 
of so much per hour and studio 
executives can quickly make up 
their minds how long a competent 
artist should take to produce any 
given piece of art work. 

You can realise how important 
time is in a commercial art studio. 
All other things being equal, the 
quicker you are the better you 
are, so the important thing to 
remember is that your sample 
sketches of advertisements, i.e. 
visuals, roughs and F.D.s will 
- ian more to the studio manager 
iW, 

at the start of your interview 

vou tell the studio manager 

what you can offer. 

Commercial artists are special- 
ised people. Remember this 
when you go into the interview- 
ing room. Remember that the 
studio manager wants to build 
up and maintain a well-balanced 
team of specialists to meet the 
demand for art work. Remember 
that he thinks of artists as 
specialists. Remember that, if 
he conducted you around the 
studio and introduced you to the 
artists he would probably say: 
“This is Mr. Jones our fashion 
artist, here is Mr. Brown one of 
our best layout men, here is Mr. 
Black who does most of our 
retouching,” and so on. He 
knows exactly what every man 


who has recently joined McConnell’s Advertising Service, Dublin. 


and woman in his studio is 
capable of and what they can do 
best. But he knows nothing 
about you. 

One of the first things you have 
to do is to establish yourself in 
the mind of the studio manager 
as an artist capable of giving 
him a definite and specialised 
service. You can do this by 


The Steps 


1. Your specimens must 
be designed to sell 
something. 

2. The studio manager 
must be tempted to 
linger over your work. 

3. Mark each sketch to 
show how long it took 
you. 

4. Start the interview by 
stating what you can 
offer. 


5. Let your specimens do 
the talking. 


announcing yourself confidently 
as you are shaking hands. Some- 
thing like this. 

“Good morning, Mr. Jones, |! 
am acommercial artist specialising 
in general Press ad. design and 
literature layout. I also like to 
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do retouching and_ exhibition 
stand designing. 1 have some 
roughs, visuals and finished 
drawings here to show you. , .” 

An introduction like that will 
mean something to the studio 
manager. Note the words in the 
last paragfaph set in italics; they 
are the key words in the intro- 
duction; they click into place in 
his mind and you change before 
his eyes from an artist to a com- 
mercial artist, looking for a job. 
Make up your mind about your- 
self; what you are and what you 
are offering. 

Let your specimens do the 
talking. 

An examination of studio 
interviewing practice will show 
that when an applicant talks at 
length about himself without 
showing any sketches, the studio 
manager hardly listens ‘to what 
is being said. It is common 
practice for an applicant to be 
asked to wait whilst his sketches 
are taken to the executive. It is 
also common practice for trade 
Press ads. asking for artists, to 
request specimens of work in the 
first instance. All this means that 
your specimens are more impor- 
tant than you are, during the 
interview. 

Your specimens will speak for 
you. Don’t spoil their piece by 
chattering away yourself; the 
studio manager is not interested 
in you, yet. He wants to see your 
specimens to find out what kind 
of an artist you are. After that 
he will ask you questions to find 
out what kind of a man you are. 


How Ascot Heaters Broke Into 
A ‘Closed’ Dollar Market 


A™= three years of hard 
work, Ascot Gas Water 
Heaters Ltd. have opened the 
gates of North America to the 
manufacturers of water heaters in 
this country. This valuable ex- 
port market was a “closed shop” 
until Ascot executives gained the 
American Gas Association's cer- 
tificate of approval—an essential 
condition of selling in U.S.A. 

In their preliminary investiga- 
tions, Ascot found that the ob- 
vious market to tap first was that 
for heaters using bottled gas, of 
which there are five million con- 
sumers in the States, and that 
without A.G.A. approval of the 
product success would be impos- 
sible in the U.S.A. and extremely 
difficult in Canada. A.G.A. had 
never given approval to products 


other than those of North Ameri- 
can manufacturers. 

That the market is worth the 
effort is indicated by the fact that 
in 1948 two million American- 
made gas storage heaters were 
sold in the States, but only 8,000 
instantaneous heaters. 

The model accepted by A.G.A. 
was the Ascot 701, a Multipoint 
which will supply all the hot taps 
in a house. Operating on bottled 
gas it has a valuable economy of 
consumption. 

Having won the entrée to the 
American market, the Ascot com- 
pany now proposes to press home 
its opportunity with vigorous 
salesmanship. The initial success 
was won by Mr. E. J. Perks (Mid- 
lands manager), Mr. G. Rosam 
(export sales manager) and Mr. 
J. Franklin (home sales manager). 
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the 
answer— 
in 


advertising no 
uncertain 
films? 


terms— 
is 


We, at Theatre 
Publicity Ltd., have 


known for a long time that 


audiences like advertising 


films. But it is always very pleasant 
to have one’s opinions confirmed. The following 
information appeared in the Report of the Broadcasting 
Committee 1949, issued January 1951, (Appendix H, 
page 561). During 1948, 7,000 housewives in total 

gave their opinion about cinema advertising as 
exemplified by 40 different advertising films. 


were favourably impressed 
were unfavourably impressed 
were not interested 


This can mean only one thing, that cinema advertising 


is now an accepted and approved part of any programme. 
And here, we feel, we have played no small part in gaining 
recognition and approval for advertising films. These 

films, when directed to the housewives’ market, put over 
in the most vivid and entertaining way all the latest 

news about household appliances, fashions, cookery, 
homecraft and all the many and varied things which 

are of enormous importance to all housewives. 

Small wonder, then, that such a large percentage of 
women not only like but look forward to 

seeing advertising films. 


Theatre 
‘Publicity. 
Limited 


sole controllers of 
sereen advertising for 
ODEON AND GAUMONT 
THEATRES 


Sales and Production Offices: Film House, Wardour Street, 
London, W.1. Telephone GERrard 9292 


Bee ar a ee - * ae 
oe Sie ere ¥ Rit ~ Pi an. a” _ 7 — ma Dae 
can @ ' shee sig at i a - : : ; 
" ee, AA AT 
vee: 
i ¥ 5 \ 4 
ee 7 brani, | 
ASS Figs 
LA d Mat red 
ts, en — 
a 
+ aa ae 
fish 
| Leas 
ere 
: i i 
a 
pre 
- a _ oe 
= P| 
- . 
Vy , 
is os 
. : a 
” fj ae 
ia \ a 
A sth 
ty 
7Ve ' s 
“ >: Nea 
¥ y . ’ bi ly 
2 Bie . - 
Ep 2 _ “ 
0 2° im q ih 
is ‘ | a 
4 Por 
ee ‘ i 
7 < 
Ps ’ = 
Pid J 
b } ss 
3 3 
a a 
. . 
aes . ; : 
og ‘ 
m ecu 
} 4 
iN 
' . r Vis 
! t Si ale 
| 7 
a , ; 
% 7% 
. = z . 
: a +4 - - Se ee er P . . | ™ a) - al - 3 


1 
, 


ADVERTISER'S WEEKLY 


The largest daily of Holland 


Het Vrye Volk 


gives full national coverage to Advertisers 


First in circulation 
(Over 300,000 copies) 


First in advertising 


Represented by 


ow. 


Joshua B. Powers Ltd., 14, Cockspur Street, 
London, S.W.| 


Telephone : WHI 3305/6 


Appeal they use the 
ILLUSTRATED 


LEICESTER 
CHRONICLE 


LONDON. C.P.R.CRANE 44 FLEET ST. E.C.4.TEL.CEN6820 


328 


FEBRUARY 22, 1951 


Nine-Point Campaign 
Plan For Co-operative 


Trade Publicity 


By L. G. BELLACK, D.A.A. 
Advertising Manager, Cherry-Burrell Ltd. 


strong and determined, 

the Trade Associations 
began to attack the new prob- 
lems of recovery—the export 
drive being, of course, their No. 
1 objective. It is not surprising 
therefore that they decided to 
make a positive contribution to 
their members’ efforts in this 
direction by forming export 
publicity committees. Some in 
fact went a step further by 
appointing permanent publicity 
committees with responsibilities 
for the home market as well. 

The potentialities and limita- 
tions of this still comparatively 
new form of publicity are not 
generally appreciated. 

Firms intending to participate 
in such a scheme must accept 
the basic principle of co-opera- 
tive effort on behalf of compet- 
ing manufacturers, many of 
whom already advertise indivi- 
dually and competitively, in the 
home market. This competition 
may be extremely keen. 
Another complicating factor is 
that the membership of the 
Association will be made up of 
large, medium-sized and small 
firms, some with associated com- 
panies abroad, others with only 
limited interests in a small num- 
ber of markets. Besides the 
different methods by which these 
various firms conduct their own 
advertising, (if they do any at 
all!) has to be taken into 
account. 


Difficulty Of 

Unified Policy 

Against this “difficult” back- 
ground, a unified, co-operative 
publicity policy will have to be 
worked out and put into effect. 
Clearly, therefore, the approach 
to every problem must be ex- 
tremely cautious. Every step will 
have to be conditioned by (a) 
the constant endeavour to trans- 
late diverging opinions into 
agreed action; (b) the initiative 
(or lack of it) of the slowest 
members; (c) outside pressure, 
and (d) limited funds. 

When formation of a publicity 
committee has been decided 
upon, the question of duties— 
the committee’s “terms of re- 
ference”—arises. Is it to be an 
advisory body or should it have 
executive power in its own 
right? In spite of the limita- 
tions and difficulties implied by 
purely advisory status, this will 
prove to be the most acceptable 
form in most cases. If such a 


| cree from the war 


committee has the serious sup- 
port and goodwill of the associa- 
tions’ executive council it will, 
other conditions being reason- 
ably satisfactory, have a good 
chance to do its work properly. 

The ground that the commit- 
tee will have to cover, may be 
summarised under these nine 
headings: 

1. Issue of publications (edu- 
cational or “buyers’ guide” 


Several industries—fish friers, 
furniture, ice-cream and fruit 
wholesaling among them—are 
considering proposals for co- 
operative publicity. Mr. Bellack, 
who has served on trade associa- 
tion publicity committees for 
three years, describes the great 
scope offered by this form of 
publicity—and draws attention to 
some of the snags. 


type, usually self-supporting on 
the strength of advertisement re- 
venue). 


2. Preparation and extension 


of consolidated overseas mailing 
lists. 

3. Advertising in overseas 
media in conjunction with ad- 
vertising agents. 

4. Editorial publicity overseas. 

5. Provision of information 
booths at overseas exhibitions. 

6. Production of films or film 
slides for demonstration abroad. 

7. Liaison and consultation 
with the technical and trade 
Press serving the industry at 
home. 

8. Liaison and consultation 
with exhibition organisers at 
home and abroad. 

9. Advice to association mem- 
bers on publicity matters 
generally. 

Liaison with the Press at 
home, one of the most impor- 
tant functions of the committee, 
covers both the editorial and the 
advertisement departments of 
the publications serving the in- 
dustry. The journals’ editorial 
columns should be enlisted for 
the presentation of the manu- 
facturers’ collective point of 
view and problems of the indus- 
try as a whole. Delays in 
delivery, increases in cost of 
raw materials, fuel and wages, 
export targets, reduced home 
quotas, licence difficulties, 
effects of Government  stock- 
piling—all these should be ex-- 
plained to the industry’s custo- 
mers in the trade journals. 

Another important point of 
contact with trade Press editors 
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FOR 
AGENCIES & 
ADVERTISERS 


WANTING THE 
TESTED MEDIA 


reaching the newsagency and 
allied trades. A glance at any 
issue of the NN will give you 
an insight into the high standard 
of editorial . . . up-to-minute 
news and information articles 
which are keenly followed by 
Newsagents. stationers and book- 
sellers. in a readership ratio of 
anes : onc im every two of these 

trades, Reserve your space now 


Send for : 
Advertisement Rate Folder see 2 r 


THE ONLY | 
OURN 
WITH A in 


JFIVE Figur 
CIRCULATION, 


(FIGURES ¢ 
UARAN 
BY ABC) — 


THE INDEPENDENT JOURNAL 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 
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wherever 


, 


printed words 


are read 


you can depend on finding 


the finished product of the 


LINOTYPE 


Campaign Plan For Co-operative Publicity—continued 


FEBRUARY 22, 1951 


is in the problem of new publi- 
cations such as buyers’ guides 
and special convention issues. 

On the advertising and business 
side of trade Press liaison, the 
committee should strive for 
standardised page areas, more 
circulation data, and more speci- 
fic reader analysis. Trade asso- 
ciation publicity committees here 
proceed along the LS.B.A. lines, 
and would do well to co-operate 
with that organisation. In any 
case committee members often 
represent their firms on I.S.B.A. 

The composition of a_publi- 
city committee is a matter of 
some importance. Although, 
clearly, only well-qualified men 
should be appointed, it turns out 
that members are nominated for 
reasons of tactful expediency 
rather than for their personal 
qualifications. In that case, pro- 
gress will be extremely difficult 
and slow. But committees con- 
sisting of advertising managers, 
P.R.Os or sales promotion 
managers should have every 
opportunity to do a good job of 
work. It must, however, be 
remembered that advertising 
men are individualists, and here 
decisions on every point will 
have to be made by seven, eight 
or more _ individualists — sitting 
round the committee table. 
Agreement, not only on policy 
but also on matters of technique 
or taste, will not easily be 
reached. 

The form of co-operative pub- 
licity applicable to trade associa- 
tion work is often severely re- 
stricted by limited powers which 
the executive council is prepared 
to delegate. There is a tendency 
to water down positive came 
paign angles and to rule out 
controversy for the sake of 
avoiding jealousies. At times, 
the publicity committee may 


even be tempted to take the line 
of least resistance. 

The chairman and the com- 
mittee members will of course 
take on these duties in addition to 
their full-time work, and in an 
honorary capacity. Meetings can- 
not be held too often, and it stands 
to reason the committee must be 
able to entrust one man with the 
task of co-ordinating liaison and 
productive work on at least a part- 
time basis. Usually a _ Press 
officer or a full-time official of 
the trade association should take 
on this job. 


Get Expert 
Help Early 


Finally, the problem of co- 
opting specialists to certain com- 
mittee meetings. In some cases 
it will indeed be advisable to 
call in an advertising agency to 
handle an important section of 
the work. But only where a 
fairly extensive Press advertising 
or printed literature programme 
is contemplated will this really 
be mecessary or indeed an 
economic proposition for both 
parties. In some cases it may 
be advisable to call in a public 
relations organisaton or an in- 
dividual P.R. consultant. Co- 
opting printers, display pro- 
ducers, film contractors or ex- 
hibition contractors for specific 
commissions from time to time 
is also a commendable practice. 
A senior executive of the firm 
concerned should be invited to 
committee meetings, so that he 
can get first-hand instructions 
and at the same time give the 
committee the benefit of his 
specialised experience. Intro- 
ducing these contractors at the 
early planning stage will save 
much time and money—a com- 
modity always in short supply 
with trade associations. 


A new method. The Drum Coat process, of marking metal containers 
has been developed by Parsons, Fletcher & Co., Ltd., of London. It 
provides clearly defined prints on any size container, from small tins 
to 40-gallon drums. Cylindrical containers need only to be rolled 
over a forme. which has been inked by a hand-roller. 
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NORTHERN 


~TRELAND 


An integral part of the United 
Kingdom of Great Britain and 
Northern Ireland. Its major 
industries, Agriculture, Ship- 
building, Linen Manufacture, 
Aircraft Construction, Tobacco 
Manufacturing, Rope Making, 
Engineering, the manufacture 
of Textile Machinery, and 
many other smaller industries, 
continue to play their full part 
to win the battle of Britain’s 


economic recovery. 


The total value of the Imports 
and Exports of Northern 
Ireland during 1949 amounted 
to £365,000,000, or, in other 
words, an average value of 
the trade of Northern Ireland 
exceeded £7,000,000 a week. 
The industries of Northern 
Ireland bring high wages to the 
workers, who, therefore, have 
money to spend--a market 
of splendid opportunity for 
the National advertiser. 


elfast Celegraph iil 


the Newspaper with the largest circulation in Northern Ireland 
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LONDON OFFICE — 


112 FLEET STREET-LONDON 
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TECHNICAL 
ADVERTISING 


Announcement by 


THE 
SEYMOUR COMPANY 


WARREN 


THE recent controversy over technical advertising 

has shown that advertising managers need, 
above all else» three essential services from their 
advertising agency. They are: 


I. Complete understanding of the 
company’s products, and the sales 
policy behind them. 


2. The ability to translate that under- 
standing into effective advertising, 
whatever the media. 


3. Frequent personal contact at the 
highest level. 


In order to place these services at the disposal of more 
i clients, The Warren Seymour Company has formed a 
self-contained Technical Advertising Unit under the 
personal supervision of the Managing Director, Mr. 
W. J. Seymour. His long experience in all phases of 
technical advertising—which included (for several years) 
{ complete responsibility for every form of publicity for a 

world-famous engineering organisation—are entirely at 

the service of all our clients. 


Experience Includes 
Aircraft Engineering Complete advertising cam- 
Laundry Machinery paigns in home and overseas 
Dry Cleaning Machinery press 
Power-assisted Cycling Entire production of tech- 


Services Provided 


Motor Cars nical literature, from 
Commercial Vehicles leaflets to comprehensive 
manuals 


Passenger Vehicles 
Motor Accessories 
Mechanical Excavators 
Civil Engineering 
Precision Instruments 


Design and execution of 
display material and exhi- 
bition stands. 

Direct mail campaigns 


Tee : Editorial Publicity and 
Engineering Process Plant | Public Relations 
Agricultural Machinery House organs, editing, 


Diesel Engineering writing and production 


Personal Contact at Director Level at all times 
If the types of service we have listed are what you are 
seeking, you are invited to contact us. Please write or 
telephone for immediate attention. 


THE WARREN SEYMOUR COMPANY Ltd. 
45 Russell Square, London, W.C.|! 
LANgham 6258/9 
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NEW BOOKS REVIEWED 


Working Class Budgets 


Variations in Working Class Family 
Expenditure, by Nicholson (Royal 
Statistical Society) 

This is a reprint of a paper 
which, as Fellows of the Royal 
Statistical Society will recall, was 
read before that Society in May 
1949, and was awarded the 
Bowley prize for research in 
economic _ statistics and the 
Frances Wood memorial prize. 
We may therefore rest assured 
that Mr. Nicholson has based his 
conclusions on sound statistical 
techniques and content ourselves 
here by noting some of the more 
important results and drawing 
attention to some of the academic 
work which is going on in the 
field of budget analysis. 

The raw material for Mr. 
Nicholson’s analyses consisted of 
about 650 working class family 
budgets collected by the Ministry 
of Labour in 1937-8. The inten- 
tion was “. ,. to arrive at approxi- 
Mate estimates, corresponding to 
a given standard of living, of that 
part of total expenditure which 
could be explained by the pre- 
sence of one or two children.” 

Certain items of expenditure 
seemed to serve as useful yard- 
sticks and by using, for example, 
expenditure on clothing as a cri- 
terion of the standard of living, 
it was found that a family with 
two children and an average total 
expenditure of 89s. a week, was 
spending about 26s. on the two 
children. Making allowances for 


price changes, these figures would 
be about 140s. and 38s. respec- 
tively in 1946. ~ 

Apart from the purely academic 
interest of this paper and its value 
as a contribution to the technique 
of family budget analysis, organ- 
isations conducting consumer 
panels and budget inquiries will 
find it worth while to study Mr. 
Nicholson's methods and conclu- 
sions. 

As is the custom with papers 
read before the Royal Statistical 
Society, the ensuing discussion 1s 
recorded. A comment by Mr. 
C. T. Saunders is of particular 
interest. He says, “One of the 
subjects now agitating experts in 
this field concerns the two alter- 
native ways of getting family 
budgets, one by a form to be 
completed in writing and the 
other by interview. The tendency 
in the United States is to believe 
that the interview method, though 
at first sight less reliable, is on the 
whole more useful. The bias in- 
separable from form filling 1s 
substantial enough to affect the 
results.” 

Space does not allow a detailed 
discussion of this and many other 
points of interest raised. Those 
who have had practical experi- 
ence of commercial budget in- 
quiries will look forward to more 
co-operation from the academic 
world in this important and tech- 
nically absorbing field—B.D.C. 


Photography And 
Fine Print 


Camera Obscura, No. VII, Vol. 1 
(G.B. Equipment Ltd., 50s. per annum). 

This is a remarkably well pro- 
duced fine arts journal printed 
(in English) and produced in 
Holland, devoted to photography, 
cinematography, photo-engraving, 
radiology and the arts. The cur- 
rent issue runs to 84 pages, in- 
cluding covers. Nine pages are 
in full colour of an exceptionally 
high standard. The page size 
(11% in. x 9 in.) enables the most 
to be made of the illustrations, 
which in fact maintain a uniform 
excellence. A very limited num- 
ber of advertisement pages pre- 
sent models of advertising at its 
very best; those represented in- 
clude Bell and Howell (cine 
equipment), the British Empire 
Cancer Campaign (jointly with the 
Netherlands Cancer Institute), 
Dupont (U.S.A.) photographic 
equipment and plastics, and the 
G.B. Film Division. 

Contributors, _ internationally 
known as front-rank men in their 
own spheres, are: P. H. Dorte, 
head of the B.B.C.’s Television 
Films Service, Heimann F.R.P.S.. 


| F.1.B.P., Edward Carrick, Victor 
| E. Wilmott, F.R.P.S. (of Univer- 
| sity of London Post Graduate 


Medical School), Bertram Sinkin- 
son, F.R.P.S., F.R.S.A.. W. B. 
Hislop, F.R.P.S. (with an interest- 
ing article on the differences be- 
tween American and European 
methods in photo-engraving) and 
others. 

Many British advertising men, 
artists, photographers and pub- 
lishers . . . in fact, all who are 
interested in superb print produc- 
tion and presentation . . . will 
find pleasure and_ stimulation 
here. 


Clothing Industry 
Year Book 


Hard’s Year Book for the Clothing 
Industry, 1951 (United Trade Press, 
£1 $s.). 

As far as a layman can judge, 
this handsome volume succeeds 
in its endeavour to give the 
answers to questions constantly 
received by the trade Press on 
various aspects of clothing pro- 
duction. 

It contains: More than 130 
British and overseas size charts, 
embracing every type of outer- 
wear and underwear for men, 
women and children, including 
industrial clothing; many drafts, 
lays and basic block patterns; a 
glossary of more than 2,000 trade 
terms; details of 200 technical 


a a ‘ uh? a q ee | Sa & a ae *. » eee 2 7 ee 60 a. ; aw | a 
es > ‘ oa: ae = ae ca | 9) Se i ee a 
. . rv. a 
: ee 332 
ee 
7 
ee | 
ooo 
+3 
am 
‘a 
a 
: ? 
a 5 
%; 7 N 
% | 
if: 
a 
ai 
= | : 
. | 
As 
A > 4 
fs 
j | ; 
‘et 
it 
be: 
q oy ist 
me o ee ee a SALES - » 
a 2 . 4 i he a 7 . 7 -— 


FEBRUARY 22, 1951 ADVERTISER'S WEEKLY 


eerss 


1 
a 


a ” m 
»»»» 


Mi yy) 
a oe SS 
Ny Miyiiecete = 


ue 


K\ ; 
. 


Gas \ 

ms ( »» ; 

: ( it sy )»») ’ 
: ) a 


»” 
ee 
) 


colours for artists and designers 


Winsor & Newton Ltd London England 
Winsor & Newton Inc New York City USA 
Winsor & Newton (Pty) Ltd Sydney Australia 
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COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 
@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating. 


@ Photo Litho Printing. 


Equipped to execute all stages of | prepared to undertake any phase 
Varityper, Lithographic Printing 


and Duplicating, we are, however, 


3 RATHBONE 
LT AE 


OF ss 


w 


of the process for firms with their 
own equipment. 
' MUS. 


0653, 4103 


Planned 
SALES PROMOTION 


. 


Design, Copywriting, Print, Display & Photography 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 


245 VAUXHALL BRIDGE ROAD, S.W.1. 


ViCtoria 5303 (6 lines) 


pronounces _ 
‘MONTGOMERY’? 


Or “Leveson” ofr “Brougham” 
Does a woman precede a man into 
the theatre? How do you address 
Royalty Ambassadors, People 


Title? The correct dress for an 


occasion? 


ETIOUE! 


OMPLETE STANDARD 
WORK OF REFERENCE 
ON SOCIAL USAGES 


This well-known standard work is a 
VALUABLE REFERENCE BOOK FOR 
ALL ADVERTISING AGENTS AND 


PUBLICISTS—covers cyery social and 
business Occasion Nearly ‘00 pages 
Use Order Form below—TODAY 


* Mungurn Ery 
——e oe eee ee eee 
TO: A. THOMAS & CO. (ETAW) 
11 Buchanan Street, BLACKPOOL 


Send one copy of THE BOOK OF ETIQUETTE 
SEND POST PAID (I enclose 15/10) 
SEND C.O.D. (I will pay postman 16 6) 


NAME ccccccccccsccscsereseeeeeesseens 


Perec ieeree eee ea eeeneee 


j 


Nea 
(NEWS) 
OPSA DATA 


New net sales figures 
for a number of Egyptian 
publications are now 
available. 


JERUSALEM POST has 
adopted a new rate scale. 


ELEFTHERIA of Cyprus 
has changed col. widths. 


Details concerning all 
above will be supplied on 
request. 
All Particulars on Middle East Press from 
GEORGE YOUNG 


OVERSEAS PUBLICITY & SERVICE AGENCY U'° 
10. Fleet St.London.EC4 Cen.5494 67870 


ot 
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|New Books Reviewed—continued 


Bite and a full-colour section 
giving layouts for various types of 
sclothing factories. 

y Textile manufacturers account 
for a generous advertisement 
content, largely in colour. 


§ Science For The 
Printing Works 


Science for Printers, by Leslie G. Luker 
(Charles Griffin & Co. Ltd., 178.) 
The science of printing is a 
vast subject on every aspect of 
which many tomes have been 
written. In some 170 pages Mr. 
Luker has managed to distil much 
of the essence of this subject to 
produce a very useful manual. 
The use of the microscope, the 
nature of paper, and the be- 
haviour of inks, varnishes, rollers, 
printing metals, and lubricating 
oils are clearly described. Many 
photographs and diagrams en- 
hance the value of this well- 
produced book.—M.H. 


Advertisements 


Worth Looking At 


Glass Trade 
and Directory 


Pottery 
Review 
1951 


Gazette _and 
Reference Book 


Not for sale, but given free to 
subscribers of the Pottery Gazette 
and Glass Trade Review, this 
volume includes. as a new fea- 
ture this year, detailed informa- 
tion about the firms in the manu- 
facturers’ lists. 

More attractive in appearance 
than most buyers’ reference books, 
it is worth looking at, even by 
those not in the trade, because 
of the lovely pottery and glass 
ware shown in the many mono- 


chrome and colour advertise- 
ments. The reproductions of 
marks and stamps are also of 
interest. —B.C.H. 


Mercantile Diary 


The International Mercantile Diary and 
Year Book, 1951 (Syren and Shipping. 
Ltd f1 10s.) 

This Diary carries on the good 
work, which it has been doing for 
35 years, of providing exporters 
with all the information they 
need on the documents required 
in international trade. A sum- 


. used, but 
facilitates further elucidation. 


FesBrRuary 22, 1951 


mary of the requirements of the 
principal countries for goods sent 


by bill of lading indicates the 
necessary documents and should 
thereby remove one of the worst 
bugbears of exporters. As usual, 
there are articles on export 
finance, packing, shipping news, 
and air transport.-M.H 


IN BRIEF 

Applied Electronics Annual 
(British-Continental Trade Press 
Ltd., £2) includes some forty 
authoritative articles on different 
aspects of electronics, from 
atomic energy to sponsored tele- 
vision, plus classified directories 
of manufacturers, component 
parts, and a buyers” guide. These 
go far to justify the publisher's 
claim that this is a comprehensive 
reference book and world direc- 
tory for the radio and electronics 
world. 


Control and Reconciliation of 
National Insurance Contributions 
(Roneo-Post Ltd.) has been issued 
for the guidance of accountants 
and company secretaries. Roneo- 
Neopost, who are contractors to 
the post office and manufacturers 
of postal stamping, franking, 
counting and cancelling machines, 
will send copies free to anyone 
interested. 


The Navy Year Book and 
Diary, 1951 (The Navy League, 
12s. 6d.) once again assembles 
generously illustrated articles by 
distinguished seamen and lands- 
men. “Sea Power Against World 
Communism” by the Naval cor- 
respondent of The Times is per- 
haps the most topical article in a 
book whose appeal is consider- 
ably wider than its title might 
suggest. 

Road Transport Law, by L. D. 
Kitchin, revised by E. K. Wen- 
lock (Iliffe, 7s. 6d.) is the seventh 
edition of a standard work of 
reference that enables the non- 
legal mind easily to understand 
the Acts and Regulations affect- 
ing the construction and operation 
of vehicles. Summarised form is 
a reference system 


Of these two new Parker pen packs that for the Densé-Duofold was 


designed by the 


The “SI” 


Parker Pen Co.'s advertising department in London. 
pack was designed in the States but made here. 
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THIS HAS GOT TO STOP 


OU mustn't go burning money these days! 
Least of all in that most vital of advertising 
point-of-sale Display. Yet, to be frank, in few 

fields is it easier to waste the appropriation. Design un- 

suited to purpose, quality and durability sacrificed to price, 
or unscientific distribution can make Display costly and 
ineffective. With more than 25 years’ experience behind 
us, we are honestly and absolutely sure we can make every 
pennyworth of your Display budget do a better se//ing job. 

Yet there seem to be people around who think that 
we're expensive. Our own view is that not only are we 
competitive but in terms of sales our Display work is 


media 


cheap. We have just had a look at our order book. 
True, there is one Display job that will cost £15,000 when 
it’s finished, but we'll wager our meat ration it will work. 
There are jobs at £3,000, £2,000, £250 and some at just a 
few pounds. 

You can take our word for it that we're just as ready 
to talk pence as pounds. It’s the problem that counts 
and in its solution, be it large or small, je.) _ =~ 
we give £1 for £1 Display value in terms 
of getting sales for your product. And 
what's more—we deliver on time! " it 
Now will you ring EUSton 5351? Mgt! 


LEON 
GOODMAN 
DISPLAYS 


cemerre® 


Leon Goodman Displays sure. 


HOUSE OF IDEAS - 


119-125 WHITFIELD STREET - LONDON - W.1 


* EUSTON 5351 
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THIS speaks for itself— 


; i PAPER Circulation 1939 Rate Circulation Pro Rata Actual % 
i A.B.C. Dec, 1938 1939 A.B.C. Rate Rate 1950 | Increase 
; | June 1950 in Rate 
: | gas ee £s. d. 
R | Daily Express 2,486,393 610 Os.ci. 4,116,024 10 14 2 220 0 106%, 
is Daily Herald 2,000,000 plus | 6 0 Os.cii. 2,071,289 600 is 0 0 150% 
e Daily Mail 1,509,873 6 0 Osi. 2,245,286 8 17 10 16 00 80°, 
a Daily Mirror 1,500,000 plus | 180 O O H. Page 4,566,930 540 H. Page | 700 H. Page 29%, 
A || News Chronicle 1,317,118 412 6s.c.i. 1,533,846 - - 130 0 140%, |! 
a | News of the World, 3,750,000 plus 1110 O s.ci. 8,443,917 26 0 6 27 10 O 6% 
i | The People 3,350,000 plus | 11 10 Os.c.i. 5,089,455 17 18 0 220 0 23% || 
Radio Times 2,880,747 500 0 O Page 8,161,810 1.417 0 0 3,040 0 0 114% | 
: Woman 689,753 250 0 0 Page 2,066,656 750 0 0 | 1,400 0 0 86%, | 
: | Liverpool Echo 231,129 110 Os.ci. 406,380 212 8 310 0 33%, 
| 
|! amuiemeiemal ———!} 


e 
EasternDailyPress 25,214 12 0 50,240 140 15 x 374% X 


* 
Advantages of using the “Eastern Daily Press” are 
twofold. Rates are economic and you get right to TWO SPECIAL 
the heart of the prosperous agricultural community in 
East Anglia. The authoritative agricultural articles FARM PAGES 
and market information carried by the “Eastern Daily EVERY WEEK 


Press” have earned the confidence of a constant and 
influential readership. 


* 


Let the 


Eastern Daily 


carry your message 


Rates and Specimens willingly Supplied on Application to the Advertisement Manager:— 
57, LONDON STREET, NORWICH. or 151, FLEET STREET, LONDON. ECC. 4. 
Tel 23231. Tel. Cen. 2276 


(The table above is reproduced sith acknowledgmen: to S$. C Peacock Ltd Liverpool) 
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HARVEST HOME—lIf Marketing Campaigns 


Are Based On Realistic Planning 


ficant fact about British 

agriculture is its close 
association, both geographic 
and economic, with the life and 
work of the country as a whole. 
Neither the farms and small- 
holdings themselves nor the 
people who obtain their liveli- 
hood from them are very far 
away, in location or behaviour, 
from the urban centres and 
their inhabitants. 

Numerically townsfolk pre- 
dominate, as Table I shows, but 
the inhabitants of the rural 
districts — almost equal in 
number to the people who live 
in Greater London—must not 
be considered as an entirely 
separate community on a lower 
cultural or economic level than 
the rest of the country. Here 
simply are rather more than 
eight million people scattered 
all over England and Wales, 
whose lives are influenced to a 
marked degree by their associa- 
tion with one industry, namely, 
agriculture, 

Of the land surface of Great 
Britain 78 per cent is devoted to 
agriculture of ome sort or 
another and only in the South- 
Eastern counties of England is 
less than half of the total acreage 
under either permanent grass or 
crops. Even in such an urbanised 
county as Middlesex, one-fifth of 
the 148.700 acres is under culti- 


P ROBABLY the most signi- 


The influence of town life plays an ever greater part in the thought 


and habits of the farming community. 


B. D. COPLAND, of 


London Press Exchange Ltd., suggests how advertisers of consumer 
goods can gear their promotion to this trend. 


vation and it is perhaps surprising 
to note that the pig population of 
this part of Greater London num- 
bers over 22,000. 

Similarly, Lancashire, a county 
with a population of 5,117,000 
and a density per acre which is 
probably higher than anywhere 
else in the country, can boast of 
more than 6,000,000 “head” of 
poultry. Even in the West Riding 
of Yorkshire, the rhubarb growing 
area south of Leeds is sufficiently 
important to rate a special men- 
tion in the National Farm Sur- 
vey. 

These few figures show that 
agriculture in one form. or 
another has a habit of cropping 
up in all sorts of places and this 
fact, coupled with the increased 
facilities for movement into the 
towns, means that the farmers 
and their womenfolk are able to 
Participate to an increasing extent 
in the amenities of urban life. 

The following quotation 
from “The Rural Market’ is 
relevant to any study of the 
agricultural market: “. . . dif- 
ferences between the habits of 
the total and the rural popula- 
tion resolve themselves, when 
broken down into age groups, 
into differences between the 
habits of the older members 
of those populations, the habits 
of the townsman and _ the 


1—THE RURAL POPULATION 


| Total | Population in 

Region Population | ° Rural Districts % 

Northern ‘ 100 23-1 
E, & W. Ridings ; | 100 129 
North Western 100 78 
North Midland 100 32-6 
Midlan . 100 16-6 
Eastern 100 36-7 
London & South Eastern 100 71 
Southern 100 34-1 
South Western 100 38-0 
Wales : | 100 | 776,178 30-0 
Total | 43,595,000 100 8,284,595 19-0 


countryman approximating con- 

sistently more closely with each 

succeeding generation.” 

The first thing the advertiser 
wants to know is how many far- 
mers there are and the scale on 
which they are operating. This 
will determine the extent of the 
market for goods and services 
required by all farms regardless 
of type. We shall not be far out 
if we take as a basis, a figure of 
303,000 farmers in England and 
Wales; this excludes those persons 
owning or working holdings of 
less than 5 acres. So far as size 
alone is concerned, about 35 per 
cent of al] holdings fall into the 
5-25 acre group and only 5 per 
cent exceeding 300 acres in size 
(Diagram I). 

The answer to the question 
“Where are the farmers to be 
found?” which is crucial to any 
marketing campaign, can be 
answered in many ways. Broadly 
speaking thesmore people there 
are in an area the fewer the 


farms. Using the Hulton Survey 
regions we get the following 
situation: 
% Addr 
Region Farms Pop 
SE. = ; 25-2 38-2 
S.W. & Wales 30-4 12-7 
Midlands ; 22-2 17:7 
Northern ... one 22-2 314 


As far as size is concerned, 
smal] farms are rather more com- 
mon in the Northern part of the 
country and in Cornwall and the 
large ones tend to be found in the 
Midlands and in Northumber- 
land. 

The more precise location of 
farms and farmers is closely as- 
sociated with the type of agricul- 
tural activity and in view of the 
very different requirements both 
of capital equipment and expend- 


able stores, it is important that 
the gross figure of 303,000 hold- 
ings should be broken down 
further. The relationship between 
size and type is relevant. /f the 
marketing of any product is 
linked with some specific agri- 
cultural activity, reference should 
be made to the National Farm 
Survey where 21 different types 
of farming are defined and 
their characteristics examined in 
detail. The “Types of Farming 
Map” produced by the Ministry 


_s 


wears “MSE 


4 wegen 


Diagram |: 733 per cent of 
all holdings are smaller than 
100 acres. 


of Agricrlture shows the loca- 
tion of 17*different types of farm- 
ing. 

The division of expenditure by 
farmers of different types and the 
return obtained per £100 rent, 
varies only slightly according to 
type. Tables I] and III (next 
Page) extracted from the report 
of the National Farmers’ Union 
Farm Account Scheme, indicate 
the proportionate expenditure on 
various items of equipment and 
expendable stores and also show 
the average returns for 1948 and 
1949 from various types of farm. 

Even though 1947/48 was 
a poor year and the latest figures 
for the average profit per farm 
are not high when the "baeaiel 
capital is taken into account, the 
figures do appear to indicate that 
the British farmer is not un- 
favourably placed and can con- 
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THE AGRICULTURAL MARKET 


template a reasonable level of 
expenditure in connection with 
his holding. 

It is not often that the adver- 
tiser or the research executive is 
in a position to pick and choose 
among an abundance of statistic: il 
material, but in the case of crops 
and livestock we have detailed 
figures for every county in Eng- 
land and Wales. The difficulty is 
how to summarise them without 
losing their meaning. 


Plan On A 

County Basis 

In agriculture regional break- 
downs are not really significant, 
and advertising and marketing 
campaigns must be planned at 
jeast on a county basis. The con- 
necting link between the crop 
pattern, the livestock population 
and the type of farm is to be seen 
in Table IV, taken from the 
National Farm Survey. The base 
of the Table so far as crops are 
concerned, is the 24,440,000 acres 
which are under cultivation. Of 
these, about 28 per cent are de- 
voted to cereals, 8 per cent to 
roots (including potatoes and 
sugar beet), 2 per cent to vege- 
tables and crops under glass, 1-5 
per cent to orchards and soft 
fruits and 57 per cent to grass, of 
which about three quarters is per- 
manent. There are something like 
4,000,000 acres of rough grazing. 

The livestock population — is 
enumerated in equal detail by 


the Ministry of Agriculture and 
Fisheries. Totals at September 
1950 were as follows: 


Cattle 8,001,174 
Horses 416,528 
Sheep 12,354,425 
Pigs 2,202,416 


Poultry 65,188,834 

These figures represent an en- 
couraging increase over last year; 
apart from horses, which have 
declined by 14 per cent, cattle are 
up by 3 per cent, pigs by 8 per 
cent and sheep by 3 per cent. 
Although the number of fowls 
has increased by about four-and- 
a-half million we have yet to see 
the effect of the disastrous epi- 
demic of fowl pest. This disease 
and the serious loss of sheep in 
the hard winter of 1947 should 
bring home to the urban indus- 
trialist and the town dweller the 
hazards of farming even in this 
age of mechanisation. 

The contribution of urban in- 
dustry to agriculture has been 
growing steadily in the last decade 
and, for example, the decrease in 
the number of horses which was 
mentioned above, has been ac- 
companied by a steady rise in the 
number of tractors. Mechanisa- 
tion is the order of the day not 
only in the sphere of haulage but 
also in those operations which 
used to depend entirely on the 
hands and brains of the agricul- 
tural worker. 

In 1950 there were approxi- 
mately 300,000 tractors in use on 
the farms and holdings of Eng- 
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IL—PERCENTAGE DISTRIBUTION OF EXPENSES 


Type of Farm 
All vm - | Arable be & | Mainly | Dairying | Mainly | Livestock 
Types | Arable | Mixed Dairying | & Mixed | Livestock | & Mixed 
Livestock ...| 20-5 104 | 112 13-1 | 12-5 56-4 27-5 
Feeding | 
stuffs 10-0 44 8-7 178 | 13-4 a4 8-7 
Seeds ...| 5d 83 6-2 39 | Bl 2-5 42 
Fertilisers ... | 5 84 | 74 38 | 50 28 49 
Wages. 289 | 362 | 343 23-4 | 308 15-2 25-5 
Fuel 35 38 | 42 35 39 2-1 3-4 
Others 26-5 | 285 28-0 295 | 23 | 166 25:8 
Total, 1000 | 1000 | 1000 | 1000 | 1000 | 100-0 | 100-0 
Ill.—FARM PROFITS 
| Average Profit per Farm 
| Average Percentage 
Type of Farm | Acreage | 1947/48 | 1948/49 hange 
nity f, | 1 S58 $1 
Mainly Arable .. ‘is 245 703 oa + 9 
Arable and Mixed | 268 Sez | 1,200 +1061 
Mainly Dairying 120 | 431 | 735 + 70°3 
Dairying and Mixed 170 457 | 819 + 79 1 
Mainly ne. ‘ 351 | 490 810 + 62-7 
Livestock and Mixed 182 | 464 787 + 69-4 
General Mixed 188 | 406 | 7 | + O44 
Total 198 | 482 878 821 
1V.—CROPS AND LIVESTOCK 
Type of Farm 
| Pastwe | Mixed | Arable 
and | 100 160 160 
Total 
‘Coulee nage 19-9 | 30-1 41:3 
Potatoes and sugar beet ion oon | 15 ! 34 115 
Fodder Crops .,. an ee 3-6 | 56 75 
Hops, fruit, vegetables | Sos ooo | 10 | 20 5:3 
Grass ue oe 740 58-9 34-4 
Livestock 100 acres | x 
= | 374 27-2 15:3 
Sheep 68-3 43-6 26-0 
Pigs 64 63 90 
Poultry | 163-3 126-9 135-9 
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BRITISH 
AGRICULTURAL BULLETIN 


THE 


SHOP WINDOW OF BRITISH AGRICULTURE 


British Agricultural Bulletin 


The Publications Manager 
65 Davies Street, London, W.i 
| 
| 


BRITISH AGRICULTURAL BULLETIN is sold wherever a journal can sell, and in isolated agricultural areas far from book- 
shops and newsagents, particularly in the Colonial Empire, the distribution is carried out by our own officers. 
get a wider coverage than that. 


for 


Farm implements and machinery, fertilisers, dairy equip- 
ment, insecticides, feedstuffs, seeds, veterinary medicine. 


Published six times per year at an annual subscription of 12/- 


Send for specimen copy and space rate card today. 


or 
from 


A British Council Publication 


It is hard to 


W. Horace Biggs Press Organisation Ltd. 
107 Southampton Row 
London, W.C.1 
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Gell We Uhose wha want lr bug 


in the NEW, BIGGER, BRIGHTER, Book-bound 


Farmer & Stock-Breeder 


¥& Advertisers do not need reminding of the exceptional pulling power of 
‘Farmer & Stock-Breeder” —Britain’s premier farming journal. But 
this new, bigger “ Farmer & Stock-Breeder” will hold old 
readers and attract new. UP will go readership: UP 

will go the sales of every good advertised product. 

The advertising space in “Farmer & Stock- 

Breeder” is not enough to satisfy all eager 

advertisers, but the greater size of the new journal 

will allow us to give old advertisers more space 

— and to welcome a limited number of new products. 

As from March 6th the new “Farmer & Stock- 

Breeder” will be the biggest, most lavishly-produced 

farming journal in the world. Look at these facts! 


* NE W Cc 0 VER — buff background in two colours 
and a “square” back. A publication impressive and 
dignified. 

16 PAGES OF PHOTOGRAVURE 
MORE NEWS, wore articles, more special features. 


MUCH ENLARGED “Home” section for its 


thousands of women readers who form a rich market for every 
kind of product from food and clothes to luxury articles. 


TWO EDITIONS EVERY WEEK — norinern 
and Southern. 


Page size now 12” x 8§*. Type area 103” x 7}” 


FOR 108 YEARS— 


foremost in the, f) 
FONG TEMG FM mr ee 


Telephone: WATERLOO 5353 


Telegrams: ‘ Farmerism,” Sedist, London. 


- < ha oe Sa ee 
e aeniintinmeminii 
‘ 
™ . g 
il 
ph i 
ae f 
A ee | 
oy de 
cs fork | 
o 4s 
i : 
ag lis g 
2 7 
% 
3 
: Es 
. ae 
x : AEEEZ Zz +a 
> quxpenc® wren 
a: ee 
j \ 5 
: Qochebreeder | q 
fe a ; uae 
_stanussne? yee? »*. 
v os 
W - ee ~x wre <1 " . . 
‘ = ee EN, ik} x 
eo ql —— ‘AIS ae Nn ey ih | 
~ S % A Ate t By: 77, 7 i) WY "I 
| A ae SAAN 3 | 
a > Rk oes uD GZ] | . ' 
, SAS SN ies JAE | 
iq “SAR ES Po tay 87) *! | 
, za NNT LB per SAD) 1% It : 
Sai! ¥ ae *. : 
\ <i Pm We ts ar \ ste : t 
> \ ht ats VALS RCO NRE ) \ ‘ a; 
. rr eV \\ iy BN AY | 
) 2A 4/4 eam |. cee oo 
: ee SL cat CW | _ 
Ss AG Be ) ae az 
. a a ay ir esmn 42) i | 
* ‘24S \\ , ie se 
9 \ + | t Raat \ \" \ . ty "eX | és 
ee tN Leia REE at ee 
. ~ ay, ad <8 ¥ 
‘ . a * oh : ‘ * : a oe mee “3 ¥ J “ie a} te , 
? a « a a i: Ve a ae ; Fo ELS ' fg 
a Bs Spe ty. : ei = “ating a? = _— aa 
§ ‘ > ~ - 4 
: RH: - ii A : 
| 7 Ot et eet your live ; 
? 3 fat cooPeR pRroovcts it M. 
3 : iter j 
; ‘ = on govcett ’ aoscatse™ iro pages OT 
} . i coe (e 
; : 1 ae 
- Det: - 
. oS ee was . - 7 , oe wh d a 
( Sg ASR elbes te A ~ ——— P 
‘ | a ; 
= - ” 


ADVERTISER'S WEEKLY 


—$_—— 


340 


Reader faith 


ensures 


Ad. Support 


MODERN POULTRY KEEPING, the leading 
poultry journal, is the paper read regularly 
by all types of poultry owners. Its authori- 
tative editorial policy has built for it a follow- 
ing of the most discerning people in the 
industry. 


The vital interest and faith of these readers in 
their chosen paper are reflected in the FULL 
support they give to its advertisers, THE 
RESULTS PROVE IT! 


Modern | 


Advertisement offices : 


2 BREAMS BUILDINGS, LONDON, E.C.4 
"Phone: HOLborn 5708 ‘Grams: Publimedi, London 
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land and Wales as compared with 
$5,000 in 1939. The business of 
supplying and, what is more im- 
portant, servicing these machines, 
now forms an appreciable part 
of the work of the motor trade. 
The Ford Motor Company for 
instance, Maintains service depots 
for agricultural tractors in more 
than 150 different towns. Sowing 
and fertiliser distributing mach- 


V.—BUYING HABITS 


industry and the opportunities 
offered by its diverse and lively 
character are of particular interest 
to the manufacturer and adver- 
tiser of capital equipment and 
expendable stores. But this is not 
= whole of the agricultural mar- 
et. 

Earlier on we spoke of the 
8,284,595 people who lived in 
rural districts and while not all 


Percentage who buy in: 
Nearest 
: Market Large Else- 
Village Town City where Total 
% % % “8 % 
Agricultural oo “paed 
Consumable Goods .. pee 55 32 12 1 100 
Durable Goods eve yes 16 41 38 6 100 
All Goods ‘ 45 34 ly 2 100 
hural Housewives: 
Consumable Goods . eee 58 23 13 1 100 
Durable Goods . ese 19 40 34 7 100 
All Goods * ee 45 81 18 3 100 


ines stand now at 321,000 an in- 
crease of 30,000 in the last two 
years and such elaborate items of 
equipment as complete sugar 
beet harvesters and combined har- 
vesters have more than trebled 
their numbers. 

The other important contribu- 
tion by urban industry is ferti- 
lisers. According to figures col- 
lected by the Manchester 
Guardian the consumption of 
chemical fertilisers in 1948-9 was 
just on 800,000 tons, an increase 


of 490,000 tons on 1938-9. 


______. | Government grants for other 


1430 Inches in 6 Point 


In September 1950, AUCTIONEERS’ ADVERTISING 
in the CUMBERLAND AND WESTMURLAND 
HERALD totalled 1,430 inches in 6 Point—an average 


of 286 inches per issue. 


Included were sales of FARM STOCK at or connected 


with the following 25 Auction Marts 


CUMBERLAND Penrith, Carlisle,, 
Troutbeck, Wigton, Cockermouth, Alston, 
MORLAND Appleby, Kirkby Stephen, 


LANCASHIRE Lancaster. YORKSHIRE: 


Leyburn, Sedbergh. NORTHUMBERLAND : 
Bellingham CO. DURHAM: Barnard 


Middieton-in-Teesdale, St. John’s Chapel. DUMFRIES- 


SHIRE Dumfries, Annan, Lockerbie, 
ROXBURGHSHIRE: Newtown St 
Newceastieton. 


CUMBERLAND AND WESTMORLAND 


HERALD 


14-15, King Street, Penrith. Tel.: Penrith 2079 


London Representative: David L. Clackson, 80 Fleet 


Street, Tel.: Central 2626 


forms of land improvement such 
as drainage and water supplies 
topped a million and a quarter 
pounds in 1949. 

The stage that this programme 
of agricultural expansion has 
reached and the full recognition 
that agriculture must and does 
play its part in the economic life 
of the nation, has been fittingly 
marked by the admission of the 
National Farmers Union to 
membership of the Federation of 
British Industries. 

The announcement which was 
m ade in December last, statec : 

“This link between the agricul- 
tural and industrial interests cf 
the country was warmly wel- 
comed as an important step in the 
promotion of national policies 
for the economic strengthening 
of productive industry in Great 
Britain.” 

The status of the agricultural 


Copywriters should see these jolly, shrewd men before ever they 
write a word aimed at the agricultural market. 


of them depend for their living un 
agriculture, the housewives who 
take up foodstuffs, domestic 
necessaries and clothing do ex- 
hibit a pattern of buying which is 
worthy of study. 

First, the figure of total popu- 
lation must be broken down into 
a more convenient unit—the 
home. The number of persons 
per family (including those living 
in families) is taken to be 3-59. 
This applied to the total rural 
population gives a figure of about 
2,308,000 families. The house- 
wives in these families, whether 
they share in the farm work like 
most farmers wives, or not, re- 
quire much the same service and 
use the shops, both local and 
urban to much the same extent. 
Table V_ illustrates the buying 
habits of “agricultural” and 
rural housewives and pictures 
their marked dependence on the 
village shop and the market town. 

Between them the village and 
the market town account for 
just over three quarters of all 
purchases. The extent to which 
the farmers visit the market 
towns, in which they come into 
contact not only with the 
cinema but also with outdoor 
advertising, can be judged by 
the fact that about three 
quarters of the farmers’ pur- 
chases of capital equipment are 
made through the local agri- 
cultural engineer and in general 
about two-thirds of all farmers 
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hard work is only the half of it 


But every Friday Farmers Weekly is a decided help in catching up on that other half. For 


example, it’s one of Britain’s biggest cattle markets. In its pages appear classified advertise- 
ments that keep you in close touch with values all over the country. And not only cattle, 
but all equipment that the stockbreeder — or indeed any farmer — needs. In terms of 
possible bargains, Farmers Weckly is a profitable investment; it has a way of sending 
receipts up and keeping bills down. Hard work plus the all-round kNow-How you get in 


Farmers Weekly means the sort of success you can measure in regular farming profits. 


FARMERS WEEKLY FVERY FRIDAY, SIXPENCE 


G. S. Douglas : Advertisement Manager, Farmers Weekly, 43-44 Shoe Lane, E.C.4. Tel: Central 7400 
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THE HOME 
FARMER 


OFFICIAL ORGAN OF 


THE MILK MARKETING BOARD 


guaranteed circulation 


164,000 monthly 
to all Dairy Farmers 
in England & Wales 


Advertising Dept 


SAMSON CLARK & CO LTD 
MORTIMER ST., LONDON W.I 


MUSEUM 5050 
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Carr Street 
IPSWICH 


EAST ANGLIA 


If your appeal is to farmers 


in this 


important area you must use 


EAST ANGLIAN 
DAILY TIMES 


A DOUBLE-PAGE FEATURE IS DEVOTED 
TO AGRICULTURE EVERY SATURDAY. 


SEND FOR SPECIMEN COPY 


149 Fleet Street 
LONDON, E.C.4 


Branches: Chelmsford - Colchester - Bury St. Edmunds 
Felixstowe - Harwich - Lowestoft - Stowmarket - Sudbury 
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MB cura: LOCALITIES 


Diagram 2: Readership of evening papers is lower in rural areas. 
Other media vary little between town and country. Figures on 
the left are for men, on the right for women. 


visit their local market every 

week, 

The business and domestic life 
of the farmer and his wife is 
clearly centred upon the market 
towns, Whether it be for the pur- 
pose of retail distribution or of 
making contact with the rural 
population market towns are of 
paramount importance. 

Unfortunately, however, it is 
not easy to provide a clear and 
unambiguous definition of a mar- 
ket town. Most of us know one 
when We see one and it is pos- 
sible, from personal knowledge 
of various parts of the country, 
to select the market towns in an 
area which are likely to be the 
important focal points for selling 
and advertising to farmers. 

The most exhaustive study of 
the markets which a farmer uses 
is that made by the Ministry of 
Agriculture sometime before the 
war and published in 5 volumes 
under the title “Markets and 
Fairs in England and Wales.” 
Here are listed 1,089 different 
places in England and Wales in 
which markets of one sort or 
another are regularly held. Pro- 
vided that the distinction between 
markets in consuming centres (the 
larger wholesale markets for ex- 
ample) and producing centres is 
observed, the lists in these 
volumes are of some help in 
deciding upon the distribution 
points and major advertising 
centres for campaigns directed to 
farms and to the rural popula- 
tion in general. 

The problem of reaching the 
farmer by means of advertising 
is a two-fold one so far as the 
Press is concerned. Farmers can 
be approached by means of the 
technical periodicals devoted to 
one aspect or another of agricul- 
ture or they can be treated as an 
audience whose chief character- 
istic is its geographical distribu- 
tion. 

It is perhaps better to deal first 
with the geographic aspect be- 
cause by so doing we can include 
the readership pattern of the rural 
population as a whole as well as 
that of the farmer himself. To 


do this we must rely upon figures 
relating to 1947 which are pro- 
vided in The Rural Market, Al- 
though the actual readership 
figures will have changed since 
that date the importance of them 
lies chiefly in the comparison be- 
tween behaviour of the rural 
population and that of the popu- 
lation as a whole. Diagram 2 
shows the readership of the eight 
main (non-specialised) types of 
publication by men and by 
women in rural districts and all 
areas. 

This table indicates that the 
readership of morning and 
Sunday newspapers and of 
general m scarcely 
differs at all in the two groups. 
In other words these publica- 
tions cover the rural areas just 
as well as they do the towns. 
The situation is very different 

as far as evening papers are con- 
cerned. Rural areas contain 19 
per cent of the population cf 
England and Wales (see Table I) 
and this means in effect that the 
readership of evening papers in 
urban areas only stands at about 


The farmer is a business man. 
When he buys his oe is 
close and detailed. 
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Is a lusty, pulsating region whose 
ceaseless activity is essential to the 
well-being of the country as a whole. 
Day in, day out, merchandise from the 
many industries found in this area flows to 
all parts of the world—enriching Britain's 
/ very life blood—her Home and Overseas 
/ trade. 
/ The men and women whose energy and skill 
keep this gigantic heart active are themselves 
continually on the lookout for the products they 
need. They insist on real value and can afford to pay 
for good quality. Where do they look? In their local 
paper, for certain. Will they see your advertisements there? 


~ Gast Midland Allied Press Vita 


ABC Certificate january to June 1950, Net Sales 228,786 per issue 
london Advertisement Manager: GEORGE JACKSON, CLIFFORD’S INN, FLEET STREET, E.C4. Telephone: HOLBORN 3611/2. 
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Manchester Advertisement Manager: W. NOEL YULE, c/o HILTON & KAY, 4, WATER STREET, MANCHESTER 3. 
Telephone: BLA 0402. 


ONE ORDER OWE ACCOUNT OWE RATE OWE MATRIX 


FRUIT SUGAR BEET FLOWERS IRON & STEEL ENGINEERING AGRICULTURE 
BOOTS & SHOES DOCKS CLOTHING TIMBER BRICKS FORGING 
BREWING CANNING MANURES MATS SEEDS ; RAILWAYS 
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HAVE YOU SOWN 
YOUR SEEDS? 


On the farms a season of tense effort is beginning, 
more tense than ever this year with Britain bracing 
herself again to re-arm. In the towns they must 
look to our farmers to feed them, and the farmers 
will not fail. 


The bond between town and country was never 
stronger. To the towns goes the food we grow. 
from the towns comes the equipment for our 
battle. Implements, tractors, fertilisers, feeding 
stuffs ...a vast and stable market. 


Your surest key to that market is The British 
Farmer. Its 210,000 all-farmer circulation covers 
more than 90 per cent of the commercial farmers 
in England and Wales. It is the voice of their own 
Union: they read it and respect the quality of the 
goods it advertises. Get rates and details from 
W. H. CLARKE, The British Fatmer, Bedford 
Square, London, W.C.1 or telephone MUSeum 

7525. 


Remember, 210,000 farmers can’t 
afford not to read it! 


CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


July—Dec. 1950 
A.B.C. Figures 


Copies 
Weekly 


STILL 
‘GETTING HOME’ 
TO THE FARMERS 


SOUTHERN 
FARMER 


Specimen copy ond rates from 
Somerset Farm, 
Cranleigh, Surrey 


“BRITISH BEE 
| JOURNAL” 


Reaching the 
AGRICULTURIST 
HORTICULTURIST 
, and 


STOCK BREEDER 


Write for particulars to :-— 


Advertising Manager, 
1 Gough Square, London, E.C.4 
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78 per cent as compared with the 
rural figure of 45 per cent. 
Conversely, the local week- 
lies are read by 76 per cent of 
rural men and 78 per cent of 
rural women while the corres- 
ponding figures for urban 
areas only are 52:5 per cent 
and 51 per cent. When the 
fact is taken into account that 
there are a considerable num- 
ber of local weeklies circulat- 
ing in urban areas, such as for 
instance, Greater London, it is 
clear that selected local week- 
lies published in country 
towns must command a very 
considerable allegiance among 
both men and women in the 
rural districts. 

Readership of specialised agri- 
cultural publications by farmers 
is high, rising for weeklies to as 
much as 96 per cent among those 
who own or operate the larger 
farms. Monthly farming maga- 
zines too, reach 56 per cent of 
all farmers. 

It is perhaps interesting to com- 
pare the readership of these 
specialised publications with the 
situation in certain urban trades. 
The following table appears to in- 
dicate quite clearly that the agri- 
cultural industry is well served by 
its specialised Press and also that 
farmers tend to read, and presum- 
ably pay attention, to their 
specialised periodicals to a 
greater extent than most other 
categories of business men: 


Readership of Specialised 


Publications 
— 


Weeklies Monthlies 


° yy 
Farmers ... wee &8 56 
Chemists RR 21 
Electrical traders 73 4x 
Ironmongers... 65 6 
Grocers ... ves 56 13 


Rural districts themselves are 
not at all badly off for cinemas 
and quite apart from those in 
urban areas which can be easily 
reached by the farmer and his 
family, 246 out of the 480 rural 
districts in England and Wales 
actually have cinemas within their 
boundaries. So, even in the rural 
market the cinema is not to be 


neglected as an _ advertising 
medium. There are in fact, 333 
cinemas that take advertising in 
rural districts and 131 in the very 
small towns (less than 3,000 popu- 
lation). Attendance at the cinema 
is generally a little lower among 
the rural population, as might be 
expected, but the younger country 
women (aged 16-34) approximate 
closely to the cinema going be- 
haviour of their urban counter- 
parts. 

The 1949 supplement to The 
Rural Market has it that three- 
quarters of all farmers attended 
one or more agricultural shows 
in the year 1948. 

Thus, the market town and the 
agricultural show are important 
focal points for outdoor and dis- 
play advertising and for demon- 
strations, as few farmers fail to 
make regular and frequent visits 
to them. 

It seems likely that the profes- 
sional interest which is apparent 
inthe high readership of farming 
papers is also reflected in the 
attendance at agricultural shows 
and demonstrations. The follow- 
ing figures relating to attendance 
at some of the major agricultural 
shows held in 1950 illustrates this 
point: 

Royal Agricultural Show (aver- 
age 1948-50) 183,079; 

Bath & West Show 
72,270; 

Royal Counties Show (1950) 
64,223. 

In sum, the farmer may be 
physically isolated to some extent, 
but in general he seems to devote 
more of his time and his thoughts 
to his job than many urban 
workers and employers. 

This keen interest can be at 
once stimulated and satisfied by 
the advertiser who troubles to 
study specialised farming media 
and the behaviour pattern of the 
farmers. In this way he should 
be able to obtain his fair share 
of the many transactions which 
are essential for the efficient con- 
duct of modern agriculture. 
Country folk as a whole can be 
reached almost as easily as town 
dwellers provided that their read- 
ing habits and patterns of move- 
ment are studied with care. 


(1950) 


| Agricultural shows are crowded, a sure sign of prosperity. Mech- 


anisation is still the keynote of farm development. 
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MEET THESE BUSINESS: 


MEN AT THE FAIRS 


By Graham Cherry 


ago as 1934, Crawfords 

preached the gospel that the 
farmers of England’ and Wales 
had £200 million a year to spend 
on “things” — things mainly 
produced by urban industry. 
But by now the annual sum 
available is more like £800 
million. 

Facts and figures relating to 
the rural market are becoming 
more readily available to-day; 
much has been written on the 
subject. Yet I doubt whether the 
tremendous changes in technical 
equipment, knowledge and out- 
look that have taken place in the 
farming community in the past 
ten years are fully appreciated. 

Too often one finds copy (or 
display, or literature) that misses 
the mark because it is arty-crafty, 
self-conscious, or otherwise ill- 
calculated to appeal to farmers. 
Too often firms, whose publicity 
in general is admirably conducted, 
appear “at sea” when selling 10 
farmers. 

In the farming world to-day 
there is an atmosphere of reason- 
able prosperity and enterprise into 
which the State enters as partner. 
Farmers have invested consider- 
able capital under the impetus 
of war and post-war calls for 
greater production. Their credit 
is good, as witness the total of 
bank overdrafts—an _ all-time 
record. 


I: a book published as long 


Prosperity 
And Enterprise 


How to sell to these people? 
Remember that farmers are 
primarily business men — they 
have to be. They must also 
obviously be practical men. And 
they are also busy men—even 
when they do not look it. One 
further point: Living as they do 
for the greater part of their days 
on a parcel of land, seldom 
“surfacing” to mingle with the 
outside world, they like to make 
the most of such opportunities. 
They like a good bargain—and 
just hate to be caught out by z 
neighbour at having made a bad 


So, in advertising, show 
exhibits and sales activities, give 
them facts and figures. People 
who administer or advise in the 
farming world will tell you that 
the most sensitive part of a 
farmer is his pocket. All the 
more reason, therefore, to stream- 
line the approach. 

Don’t expect farmers, by and 
large, to read much. Don't 
expect them to write letters unless 
they are virtually forced to do 
so. You will find your letters 
and catalogues stuffed behind the 
clock in the farmhouse kitchen. 

Of course, when farmers do 
get together—at shows and sales, 


markets (less so than formerly), 
demonstrations, conferences, and 
the like—that is a good time to do 
some selling. Indeed, consider- 
able ingenuity has gone into 
devising publicity and sales 
methods for this kind of occa- 
sion; and, for some types of 
product, participation in some 
of the numerous shows—national, 
regional, county or local—is 
widely accepted as desirable. 
Farmers like to see what they're 
buying, to touch it and handle it 
and try it out if possible. 


Provincials Pull 


Among Farmers 


If you read through the adver- 
tisement pages of the national 
farming papers—not forgetting 
the “smalls’—the proportion of 
brand names among the purely 
farming items advertised is 
remarkable. Firms, in many 
cases, have traded with farmers 
for decades, as you will find out 
if you visit their stands at a show. 
Many of them, of course, have 
considerable dealer or salesmen 
organisations, or both. 

Regional and provincial papers 
in an agricultural area are well 
worth study. Some of their 
weekly farming pages rank high 
in agricultural journalism, and 
their advertisement columns 
indicate their standing and pull- 
ing power among farmers. 

Approach the farming commu- 
nity with respect: they are 
individual members of our 
greatest industry, with a tremen- 
dous purchasing power and an 
assured future that many indus- 
tries might—and do—envy. They 
are critical, shrewd, intelligent, 
well served—through advisory 
services, research bodies, litera- 
ture, films, their own great 
Unions — with knowledge and 
guidance, and for the greater part 
keenly interested in technical 
developments affecting their jobs. 

I am not concerned to create 
a “mystique” of farming. Farm- 
ing is, however, sufficiently 
complex and self-contained to 
make it imprudent for the novice 
to attempt any gate-crashing: if 
you seriously want to sell to 
farmers, you must spend many 
hours studying farming, getting 
mud on your boots. 

There is no market more 
abundant in pitfalls for the 
novice—or for the unwary sales 
manager who thinks “It'll do for 
the farmers.” If you have no 
one at your disposal who knows 
the job and the men, go to a 
specialising agency or consultant 
in the closest touch with people 
who have. It will pay. 


End of Agricultural 
Market Survey 
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— Garden Work. | 


Everybody's Gardening Paper 


| This loved friend and adviser of generations of | 
| gardening enthusiasts is now quickly re-expanding 


its war-restricted circulation, Great opportunity for 


| far-seeing advertisers to take advantage of favour- 
I able rates position. 
i 


Every Established Price 
Saturday 1912 6d. 


| Nurseryman | 
| & Seedsman | 


Exclusive to the trade only 


Vigorously independent in its editorial views, lively | 
and authentic in its presentation of up-to-date 


| news and technical information, this old-established 
| journal is excellently produced, and is regarded by 
} 


its readers and advertisers alike as THE journal 


of the Nursery and Seed Industry. 
Established 
1894 


By Post 
26s. p.a. 


Thursday 


| 
Every 


Pubiications of 
THE CABLE PRINTING & PUBLISHING CO. LTD. 
62 Doughty St., W.C.1 


The Farmer 


including 


THE GARDENER 


offers 


FEATURES UNIQUE IN 


FARM AND 


COUNTRYSIDE MEDIA 


%& The only farming journal published and edited by a practical farmer 
on the farm. 


se The Farmer's Wife has her own section edited by a practical farmer's wife. 

% Farmers and their wives in all countries of the world, search the pages 
of The Farmer every quarter for the products recommended (advertise- 
ments are accepted only from products which can be given the editor's 
recommendation). 

% Readership of 80,000. 

% The Gardener supplement is the most effective medium of its kind. 
Page size (type sbace) 8} x74 Column width 2 in. Block screens 100 to 120 

Price Is. 6d. a quarter 
THE FARMER comes from the farm, Goosegreen Farm, Bridgwater, Somerset 
London Adve-tisement Manager—Mrs. W. Hoey, 2 Gledhow Garderis, SW.5 
Phones: Hol 6763 and Fre 4780 
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ARTISTS AND 


SUDO 


PHOTOGRAPHERS 


BRIGGS: 
WUdeun B44 


22 CHENIES STAREET-WC'l 


lelephone: 


Basiness news and technical articles of vital 
interest to engineers——every week in the 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


MAKE SURE IT IS ON YOUR TECHNICAL ADVERTISING 
SCHEDULE 


; EMMOTT & COMPANY LIMITED. 21 BEDFORD STREET, LONDON WC.2 
Pe MANCHESTER OFFICE 31 KING STREET WEST. MANCHESTER 3 


, ee 
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British advertisers anxious to 
increase their trade with 
Denmarkshould investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from: 


CRANE-DEBENHAM LTD., 


69, FLEET STREET, LONDON, E-C-4 
Central 28N 


WHAT CROWN LIFE would do 
for me if I save £1 PER MONTH 


if you live- among other things the 

CROWN LIFE plans to: 

* Make money available to you for a 
child's ede or fessional ex- 
penses, when the child will need it 


monthly income for a definite number 

of years. 

% Provide the money to give the 
a start im their chosen 


career. 
most. Tax allowance on premiums can make a 
% Make money available to you between sizeable reduction in the cost of your 
the ages of 45 and 65. : Really it bs surprising what can be done— 
_ — live—the CROWN LIFE = even with £1 per month Im any event find 


t what Drese 
Pay the rent on sour home or assist Could” obtain, Send’ the coupon below 


% Provide your family with a guaranteed decide to. 


TO CROWN LIFE INSURANCE CO. 
(Incorporated in Canada with Limited Liability) 

DEPT. M.LS./S.J. 125 HIGH HOLBORN, W.C.1. Telephone: HOL. 1701 

Assaming I save £1, £2, £4, £6 per month, let me have details without obligation 
Delete the inapplicable 

Name (Mr., Mrs. or Miss) 

Address 

Date of Birth 
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PUBLICATIONS NEWS AND NOTES 


New Magazine For 
Animal Lovers 


A new monthly magazine de- 
signed for animal lovers has been 
published this month by St. 
Francis Publishing Co., Ltd., 
entitled Animal Life, price Is. 6d. 
With an attractive full-colour 
cover it contains 64 pages, type 
area 9 in. x 6} in. Editorial con- 
tent includes features on wild 
birds, dogs, animal life in other 
lands, and many illustrations. 

* * * 


British advertising occupies a 
prominent place in the Observer 
Annual, 1950. Published by the 
Ceylon Observer, it contains fine 
photographs and drawings, both 
monochrome and colour, reveal- 
ing many aspects of Sinhalese 
culture. 

* * * 


A special 1951 Festival of 
Britain edition of Bristol Indus- 
trial Review has been published 
by the Bristol Evening World. 
Its 48 pages include a special 
message from General Lord 
Ismay, chairman of the Council 
of the Festival of Britain, the 
Lord Mayor of Bristol, Alderman 
F. A. Parish, and the Sheriff of 
Bristol, Mr. H. Bennett. 
Twenty-three pages are devoted 
to advertisements. 

+. * ~ 


Pulling power of the Newcastle 
Journal was demonstrated when 
the editor, having reprinted an 
article by the Fuel Minister on 
how to get increased coal produc- 
tion, invited readers to offer their 
suggestions. From miners, ex- 
miners, mining officials, and the 
general public came an avalanche 
of letters. Seventy-one were pub- 
lished. The Minister, Mr. Philip 
Noel-Baker, sent the editor a 
personal letter of thanks. 

* * * 


“Old Ben” has been included 
in the list of charities which will 
benefit from the City Charity 
Festival Year athletic meeting. 
sponsored by the Financial 
Times. The meeting, which will 
be the first floodlit athletic 
meeting ever to be held in 
London, will be at the White City 
Stadium on September 12. 

” * * 


June issue of the Industrial 
Editor, published twice a year 
by the British Association of 
Industrial Editors, is to carry 
advertisements. Mr, F. Kelsey. 
of Westinghouse Brake and 
Signal Co., Ltd. has been 
appointed advertisement manager. 

* * * 


The London Weekly Diary of 
Social Events is for the fourth 
year in succession, being pur- 
chased by the Board of Trade for 
distribution to those overseas 
buyers visiting the British Indus- 
tries Fair. This special circula- 
tion will be in addition to the 
normal coverage of the London 
Weekly Diary. 


Two hundred and eight adver- 
tisers patronised the 198-page 
Harrogate Toy Fair issue of the 
Toy Trade and Exporter, pub- 
lished by W. B. Tattersall Ltd. 
In addition Tatersalls published a 
daily issue of the magazine 
during the five days of the Fair. 


* * * 


This year's Journal of Com- 
merce and Shipping Telegraph 
Annual Review contains 450 
pages, a high percentage of 
which are devoted to advertise- 
ments. Contributors to the 
editorial pages include Sir W. 
Guy Ropner, president of the 
Chamber of Shipping of the 
United Kingdom, and C. D. 
Storrs, chairman of the Liverpool 
Steam Ship Owners’ Association. 
It sells at 3s. 


* * * 


National Trade Press, pub- 
lishers of Furnishing are issuing 
12-page daily bulletin during the 
Furnishing Exhibition at Earls 
Court. 


* * * 


Each issue of the Bulletin for 
Industry, issued by the Economic 
Information Unit of the Treasury 
cost £62, including distribution, 
said Mr. Gaitskell in reply to a 
question in the Commons. 


* * * 


B.B.C, Children’s Hour Annual 
will be published by Burke Pub- 
lishing Co., Ltd., at 8s. 6d. in the 
autumn. Its 192 crown 4to pages 
will contain forty features, illus- 
trations on every page, and 80 
pages in colour. 


* * * 


New Walks With Fieldfare, 
third of the series published by 
the Evening News, will appear in 
time for Easter, at Is. 6d. Its 128 
7} in. x 4} in. pages will describe 
thirty walks in London's country- 
side, each accompanied by a map. 


* * * 


1952 edition of the Daily Mail 
Boys and Girls Annual, price 
7s. 6d. will include 24 pages in 
full colour, 96 two-colour illus- 
trations to many stories and 
articles, and 16 pages of photo- 
graphs on art paper. 


* * * 


New issue of Britain Informa- 
tion and Events published 
annually by the British Travel 
and Holiday Association has a 
print order of over 500,000, and 
is produced in three languages. 


* * * 


1951/52 edition of Picture 
Parade (Burke Publishing Co., 
Ltd.) will appear on August 15, 
at an increased price of 10s. 6d 
owing to higher production costs. 
With 128 crown 4to pages and a 
full colour section, it will include 
29 features written by film stars. 
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Narionat Aovertisine Benevovenrt Society 


WORLD FILM PREMIERE 


ODEON THEATRE, LEICESTER SQUARE 
(By kind permission of J. Arthur Rank Organisation) 


15th MARCH 1951 


Terence Rattigan’s 


“THE BROWNING VERSION” | Vior la | 


a Directed by Anthony Asquith 
| NITURE BEDD 
unt ¢ UPHOLSTERy Ma 


TICKETS 


ae 15 gns. 10 gns. 5 gns. 3 gns. 
2 gns. | gn. and 10/6 


can now be obtained from The effectiveness of a trade journal as 


Mrs. Madge Clarke, 79 Davies St., W.| an advertisement medium depends 


———e upon — its authority, prestige and 


ALL PROCEEDS FROM FILM PREMIERE AND FROM SOUVENIR PROGRAMMES standing in the Trade it represents 
ARE TO BE GIVEN TO NABS. 2 ‘ Rite 
—the quality of its editorial content 


, ‘ —the quantity and quality of its 


circulation. In all three respects, 

THE FURNISHING WORLD 
is the choice of the advertising 
agents whose clients also wish 
to cover the ENTIRE furnishing 
trade with ONE proved adver- 
tising medium. 


For fullf details and news of interesting 
future developments, get in touch with 
the Advertisement Director TO-DAY:-— 


THE 
FURNISHING WORLD 


180 FLEET STREET 


mn ADVERTISING RUBBER MATS Mis Souping eres 
Pash the product at point of sale 


CHAncery 8844 
Redfert are the original makers of rubber mats for counter and 


Published by 
Trade Chronicles Ltd. 
advertising. Write for full particulars and illustrated 
folder to’ NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED - HYDE - CHESHIRE 
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“OH TO BE anywhere else 
now that winter’s here” is the 
thought in most of our minds 


these days. I hereby offer 
congratulations — not untinged 
with envy—to veteran space- 


buyer Jack Bottell, of Pember- 
ton’s, upon a month's escape to 
sunshine. One of the penalties 
of being a director in an expand- 
ing business is the difficulty of 
getting away, and this is the first 
long holiday Bottell has taken in 
some years. Le Lavendou @n the 
Cote d'Azur is the spot chosen. 

His last trip abroad, he tells 
me, was just after the 1914 war 
when he went to Holland to get 
married. He had been serving in 
the “Bantams” during the war 
and claims to have been the only 
true bantam colour sergeant in 
the British Army; all the other 
alleged bantam C/Sgts. being six- 
footers! 

Bottell first joined L.P.E., but 
later went to Alfred Pemberton’s 
on its inception, and has been 
with this agency ever since. His 
colleagues are fond of pulling his 
leg about a panama hat he 
sometimes wears to the office in 
the summer when there is a bowls 
match on. Bottell threatens to 
send them pictures of his favour- 
ite piece of headgear lording it 
on the plage. One of his first 
jobs when he gets back will be 
to organise the annual Agents v. 
Fleet Street bowls match. 


Bottell’s boss, Alfred Pember- 
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ton, is, by the way, also having a 


well deserved  holiday—in 
Majorca. 


* x * 


GIRL OF the hour—if not the 
year—in the eyes of Foote, Cone 
& Belding, is Peggy Peregrine, 
former Sunday Dispatch reporter, 
Picturegoer columnist and free- 
lance writer. The other day she 
gave birth to identical] twin girls 
in Middlesex Hospital. 

Her husband, Eric Williams, is 
an account executive in the pub- 
lic relations department of Foote, 
Cone & Belding, whose advertis- 
ing clients include the Toni Divi- 
sion of Gillette. 

One of F.C.B.’s principal prob- 
lems is to discover suitable twins 
for the Toni advertising theme— 
“Which Twin Has The Toni?” 
Delighted at finding potential 
models “on the hearth rug, 
Brian MacCabe, F.C.B.’s manag- 
ing director, wired their proud 
mother: “Qongratulations and 
best wishes from us all. No ad- 
vertising wife can do more for 
client. You are elected Toni 
Queen for the Year.” 

There is no truth in the 


The County Paper of Kent 


LONDON: 
80 PLEET STREET 


HEAD OFFICE: 
MAIDSTONE 


Mainly Personal— 


By CONTACT 


rumour that the twins are to 2» 
named Kate and Duplicate, Eric 
assures me. Susan and Anne are 
the names chosen for these poten- 
tial poster girls. 


* * * 


WILL L.A.C. Saunders, manag- 
ing director of Universal Direct 
Mail Services, be called up? A 
great many people in addition io 
Saunders and his staff, appear to 
be interested in the answer to this 
question. Saunders certainly 
“started something” when he 
wrote that letter to the Evening 
News protesting against receiving 
a call-up notice after the assur- 
ance that the “G” Reserve call- 
up would be 
on the basis 
of last out, 
first in, and 
that ques- 
tions of age, 
job, ete., 
Swould be 
carefully 
looked into. 

After vol- 
unteering for 
the R.ALP. 
in 1940, 
1212011 
L.A.C. Saun- 
ders served 
with SE. 
Asia Aijr 
Forces for 
three years. 
For 18 
months hie 
was unfit 
and was 
posted to a 
medical 
station! 


After the 
Back in uniform? war he 
started his 


direct mail business, which now 
has a staff of 22 full-timers and 
30 part-timers. 

“Among my staff I have six 
other men all liable for service,” 
he wrote. “If I have to close 
down and go, I must at once 
sack all my trade union staff. 
This does not appear to show the 
complete check into individual 
circumstances promised by the 
authorities.” 

Judging by a number of letters 
he has received, and which he 
showed me, Saunders is not alone 
in feeling like this. 


* * * 


ACTING as contact between 
Keystone Press Agency and the 
London advertising agents is the 
eminently presentable Tina Shaw, 
who has joined Keystone’s 
commercial department as sales 
and service representative. Miss 
Shaw was educated in India and 
was for four years running all- 
India lady champion javelin 
thrower. She has studied art in 


rs 
G 
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Hobby: Eastern cooking. 


London and Paris, and has 
appeared in West End shows. 

Versatile Tina’s favourite 
hobby is Eastern cooking, about 
which she is now writing a book. 

* * 
INCIDENTALLY, Channon 
Wood, who founded the Keystone 
commercial department, tells me 
that his firm has for the fourth 
time been appointed sole official 
photographers to the Daily Mail 
Ideal Home Exhibition. They 
follow this up with part of the 
British Industries Fair, and, as 
official photographers to the 
Office Appliance Trades Associa- 
tion, will have exclusive rights at 
the Business Efficiency Exhibition 
at Olympia. 

Well-known photographers 
among the 14 operators in his 
department include P. Marlow 
Reed, one of the most successful 
exhibitors at the recent Institute 
of British Photographers Exhi- 
bition, and George Konig. 
Channon Wood is determined 
there will be no let-up in the 
quantity or quality of the work 
while Keystone studio is being 
rebuilt in the next few months. 

7” * 
LONDON Weekly Diary of 
Social Events has acquired a dis- 
tinguished addition for “special 
work.” He is Lord Rankeillour, 
who has been, inter alia, an 
Assistant Whip, a Lord of the 


Treasury, Treasurer to H.M. 
Household, and Governor of 
Madras. 


WEEKS WISECRACK 


“Get in touch with the 
Good Offices Commission 
and see if they can find 
a good one for me.” 
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a set 
ft 


Over 100,000 women (and some 
meny will be ottracted by this 
cover picture for March. 


¥ 


é 


Photoplay was 

March 1950. Since then 
culation figures show t 
steady growth m=. se 


Jety 
August 


¢ s 2 baka v £ ay 

Catch enthusiasm at white heat — that’s whef> you agthattentigh. ho to ay’s iéaders 

are enthusiasts; they pay a shilling for a magazine to see pictures | read ed the 

stars. This background of glamour is a perfect setting for ads addressed to en %fhough 

we believe many men enjoy the pictures too!). Here is a pin-pointed readership: women 
who can afford a shilling magazine and who like to buy nice things. 


If this is your market, Photoplay at £75 a page is a good buy. There are also a few back covers in full colour, 
beautifully printed in photo litho. Net sales are guaranteed (January — June 1951) at 100,000. (A.B.C.). 


PROTOPL 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication e 8-10 Temple Avenue E.C.4 ¢ Central 3514 
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ADVERTISER'S WEEKLY 


NEW EXHIBITION 
HALLS SOON 


New exhibition halls, compris- 
ing nearly 10,000 superficial feet 
in first class condition, with 
nearly 6,000 superficial feet ad- 
joining, are to be made available 
in the Army and Navy Stores, 
Victoria Street, London, by the 
end of March. 

They comprise five main ex- 
hibition rooms (94 ft. x 33 ft. 
“4f.2BKRr. DK 2D KR, 
45 ft. x 31 ft. and 30 ft. x 22 ft.), 
originally designed in the classi- 
cal tradition. Army and Navy 
Stores have commissioned Mr. 
Misha Black. the industrial and 
exhibition designer, to direct this 
conversion into modern halls. 


Drapers’ Window 


Competition 
Over £500 in prizes is offered 


to drapers by the National 
Needle Arts Bureau in their 
annual window display compe- 


tition for Sewing Week which, 
this year, is from February 24 to 
March 3 

Windows will be devoted to the 
theme of this year’s “Week”— 
“Everybody's Sewing Agiin.” 

The competition is divided into 
three classes, departmental stores. 
general dravers and small 
dravers. organised on a regional 
and nat‘onal bas's. 

Judges in the denartment 
store and general drapers grouns 
will be Miss Ethelwyn Mac- 
Farlane, editor of Smallwares 
Notions and Dress Accessories, 
and Mr. L. J. Prver. late chairman 
of the British Disnlay Asrsocia- 
tion; for the small drapers’ group, 
Miss Kathleen Glover of the 
Cotton Board Colour Design and 
Style Centre. and Mr. John 
Ramage. director of the Drapers’ 
Chamber of Trade. 


Co-op Publicity 
Officers 


At the annual meeting 
of the Southern section of the 
Co-operative Publicity Managers’ 


Association, held in London, the 
following officers were elected: 
Chairman, Mr. Arthur Moore. 


assistant public relations officer, 
London Co-operative Society: 
vice-chairman, Mr. L. Codd, 
publicity manager (Guildford): 
auditors, Mr. J Frampton, 
P.R.O. (Sovthampten) and Mr. 
R. MacCartney, education and 
publicity officer (Gloucester): 
secretarv and treasurer. Mr. J. H. 


Halliwell, P.R.O.. South Sub- 
urban. 
New Country 
Magazine 
Mr. Macdonald Hastings, 


formerly editor of Strand Magza- 
zine, is editor and part-proprietor 
of a new monthly magazine on 
country affairs. Country Fair 
Selling at 2s. 6d.. the maeazine 
will contai n 112 pages, size 6} in. 
x 9} in., colour cover. 
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L_PuoTocrirners _} 
MATTACOL 


DISPLAY PRINTS 
e 


From postage stamp to 
poster in single copies 
or quantities 
o 


LONDON AREA 
| ROBERT P. HYMERS to | 
17 Clifford St.,W.1 MAY fair 6768-9 | 

NORTHERN AREA } 
R.DI XON, 13 Curzon Rd. 


Stretford, Manchester 


COBB & CLOW LTD. 
Photographers 
ARCHITECTURAL and INDUSTRIAL 
Special CONTRACTS arranged for 
quantities of Copying and Printing 

ompt Services and Delivery. 
23 NORTH END PARADE, W./4 
ham 9806 


morland 
BRAITHWAITE Ltd. 


A COUNTRY-WIDE PHOTOGRAPHIC 
SERVICE. industrial - Commercial 
Cotour ~ Films . 

rchitecture. 
ROAD, BIRMINGHAM, 28 
Springfield 2271 


Aerial 


97S STRATE 
Telephone No. 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


° 
Advertising - Industrial - Editoriai 
and Colour Photography 


A. C. K. WARE 


(PHOTOGRAPHS) LTD., 
Metropolitan 9836 
Pomcroy House, Basinghal! St., London, E.C.2 
eeemetiimmmniadeaaaee 


| COMMERCIAL ARTISTS | 


FASHION 
ARTIST 
LADIES ... CHILDREN .. . 


MARGARET JACKSON 


ees | 
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Services & 


| COMMERCIAL ARTISTS} 


PHONE 
SOUTHEND 45547 


K.J. HARVEY 


FREE LANCE 


LETTERING * LAYOUT 
STILL LIFE AND 
GENERAL DESIGN 


485, LONDON ROAD 
WESTCLIFF-ON-SEA 
ESSEX 


| PACKING ' 


EXPERT 
PACKING 
PAYS 
Collation,’ Packing and Despatch 
We offer a prompt and efficient 
service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc. | Write or phone 


E. CHRISTIAN & CO. LTD. 
10a De Beauvoir Sq., London, N.! 
Clissold 3463 


‘Fashions’ 
for Betty Warner. 


are ‘fun 
Her 
zest for that highly specia- 
lised art is clear to see in 
the bold free line, or slick 
wash treatment that mark 
her work as first class. 


REITZ AND TAYLOR 
84 Chancery Lane, W.C.2. HOLborn 4282 


| POSTER ADVERTISING } 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLEAKLEY’S 


dominates 


BOLTON 
(Greenhalgh & B'eakley td.) Trinity St. 
Phone 755 


|__Blocks & pits} 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEW, E.C.1 
CLE. 6474 Est. 38 years 


| MECHANICAL DISPLAYS 


Why Not Use 
**SCREENASCOPE’’? 
The finest continuous automatic 


STILL PICTURE PROJECTOR 
for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc. 


CRANE AUTOMATIC CO. LTD. 
Hong Kong Werks, Exhibition Grounds 


{CUT-OUT LETTERS s SIGNS } 


FESTIVAL SYMBOL 


_relief cut-out in 3 stock sizes 


write for details 


LONDON INDUSTRIAL ARTS LTD. 


$3, Jubilee Place SW3. Tel. FLA 6816 
ORDER DEPT: 3, All Saints Road WI! 
Telephone PARK 943! 


y, Mid WEMbley 5997 


| GENERAL PRINTERS ] 


Whether it’s merely a job of 


duplicating 


by aa = lithographic pro- 
or even a_ batch of 
enve ‘opes that require 


addressing 


from lists supplied by 
Prepared by us, and if ihe job 
of making-up, enciosing and 


mailing 


is one your office staff could 
well be spared why not phone 


Fermaprint 


17 Fleet Street, E.C.4. Cen 2426 
90 Victoria Street, S.W.!. Vic 8258 
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Supplies... 


| GENERAL PRINTERS ] 


| DISPLAYS EXHIBITIONS } 


Send us your 
trade printing 


FW. WHITE & CO. 


es sea & litho Printers 
. NEW NORTH ST 


ey oe wel HOL 943 


From a baby’s bonnet to a suite of 
furniture-—-we make p BAB. Price 
tickets and showcards to suit al! 
casses of goods. Also special lines 
for H.P. trade to indecate Cash 
Prce (or Deposit) and Weekly (or 
Monthly) wate So'd Through 


CAMDEN Price Tickets, 
bourne G‘ns., 
Hove 39684. 


48. West- 
Hove, 3. Sussex. Te’.: 
Trade terms on request 


POWER at the point of sale 
SHOWCARDS - DISPLAY UNITS 
Striking ideas and constructions 
PRESENTATION & PUBLICITY 
PRINTING FOR ADVERTISING 


219 LONDON ROAD. 
Southend-on-Sea 2235 


——— ADVEPTISE BY POCKET" 
CALENDARS. Your own a 

attractively displayed. 

3 gr. is. 1.000 30s Ee P Tex. 

PRINTING for all purposes Com- 

plete Mail Order advertising schemes 

undertaken Copy weiting. printing, 

Envelopes addressed — 

Letters and spe 

d HE SCRIPTORIUM 

PRESS. 30 Capel Road, London, 
E. MA 


| SILK SCREEN MATERIALS i 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport Tel. STO 3375 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER 15 
BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


COOK’S 
DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 

"Phone PARK 8652/4 
EXHIBITIONS - DISPLAYS - 
FLUORESCENT 


| SILK SCREEN PRINTING } 


R 
ENDFR PLACE» EUSton 1416-7 
EXHIBITIONS 
DISPLAYS 


PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIGNS 


SILK SCREEN 


AND SINGLE COPIES 


DAYLIGHT 
Fluorescent Colours 


PROSPECT 1825 
FOR QUALITY 
BLACK’S 


SILK SCREEN PRINTING 
SHOWCARDS POSTERS 
GLASS BANNERS 
PLASTICS RUBBER 
TRANSFERS ETC. 


J. K. BLACK & CO. (Printers) LTD 
28 Priests Bdg, Mortlake, S.W.14 


SILK SCREEN PRINTING 


- Ow posTens A si 
an’ ze 
aris 


LASS SIGNS 
also Handwritten Showcards and Signs 


GOODLANDS ftkown so03 


& 


| SILK SCREEN PRINTING } 


Iya | 
Display Artists 
Silk Screen Printers 


ADVANCE 
PUBLICITY 
LIMITED 
149 WARDOUR STREET 


LONDON, W.! 
GERRARD 8236 


: 


' 


| PROCESS SUPPLIES | 


PLATE PAOTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 


Simple to use and very economical. 
| Small sample supplied on request. 


THE S.D. SYNDICATE LTD. 


46 EARL ST., FINSBURY, LONDON, E.C.2. 


Telephores : Telegrams: 

BISHOPSGATE E55) -ECOP, 

6811 6812 i ad FINSQUARE, 
7001 LUAJON. 


| PROCESS ENGRAVERS } 


The Symbol of Croftsmanship 
FOR 


ART, PHOTOGRAPHY & 
BELOCKMAKING SERVICES 
USE 

SCOTTISH STUDIOS & 
ENGRAVERS LTD. 

196 Clyde St., Glasgow, C.! 
Phone City €961-2-3 

Grams Dubrien, Glasgow 


| STEREOTYPING } 


In the name Ua 
“Good Se 


CLUCE 


REPRODUCTION 


SERVICES L70.. 


ARTISTS - DESIGNERS - BLOCKMAKERS 


. : 
18-20 ST. JOHN ST., LONDON, E.C.1 


PHONE — CLERKENWELL (ne VieF 


ADVERTISER'S WEEKLY 


Sponsored T.V. 
In The U.S.A. 


Income from sponsored tele- 
vision in the United States last 
year was 100 million dollars 
(£30 million), Sir Ernest Fisk, 
managing director, Electric and 
Mus.cal Industries Ltd., said at 
a Women’s Advertising Club of 
Londoa dinner last week. 

“The B.B.C. are doing a good 
job now,” he commented, “but 
they would do a jolly sight better 
on £30 million.” There was, how- 
ever, a good deal to be said on 
both sides, and he had refused ‘:o 
take part in representations to 
the Beveridge Committee for 
commercial television in this 
country. 

There were now, he said, 107 
television stations in the U.S. and 
104 million television receivers 
in use. 

Mr. Cecil Madden, head of the 
B.B.C.’s_ Children’s Hour, also 
spoke. 


Display Exhibition 
Judges Chosen 


Sir Miles Thomas, president of 
the Advertising Association, will 
open the National Diplay Exhi- 
bition to be held at Central Hall, 
Westminster, October 15-19. He 
will also preside at the inaugural 
session of the National Display 
Convent on to take place at the 
same time. 

Judges of the national display 
competitions will be: 

Windows: Mr. Misha Black, 
co-ordinating architect, South 
Bank Exhibition, and co-ordinat- 
ing desigaer, Dome of Discovery; 
Mr. Paul Kelly, chief information 
officer, Council of Industria] De- 
sign; and Mr. F. Murray Milne, 
P.R.O., Wholesale Textile Asso- 
ciation, and publicity adviser, 
Federation of Wholesale Organ- 
isations. 

Advertising display units: Sit 
Miles Thomas; Mr. Alan Whit- 
worth, director, Incorporated 
Socety of British Advertisers; 
and Mr. Hugh T. Anpleton, presi- 
dent, Institute of Incorporated 
Practitioners in Advertising. 

Screen process print: Mr. F. W. 
Mackenzie, instructor in screen 
processes, London School of 
Printing and Graphic Arts; 
Mr. Ernest Biggs, director, Lon- 
don Press Exchange, and past- 
president, Advertising Creative 
Circle, and Mr. Edwin Galligan. 
industrial and commercial de- 
sigver. 

The editor of Display, Mr. 
Arthur J. Symes, will be present 
in an advisory capacity at the 
judging of all three competitions. 

Entries that gain prizes and 
diplomas will be on dis»lay at the 
exhibition in a “Gallery of 
Awards.” 


Mills & Rockleys, advertising 
contractors, accounts for the year 
ended October 31, 1950, show 
that the trading profit of the 
group has increased by nearly 
£10,000 to £171,000. A 10 per 
cent dividend is being maintained 
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ADVERTISER'S WEEKLY 


THAT national awards in the 
Sewing Week display contest will 
be presented at Reece's, Liver- 
pool, on April 6 at a_ special 
reception arranged in conjunction 
with the Liverpool branch of the 
British Display Association. 
* * *~ 


THAT the Wholesale Textile As- 
sociation have decided not to 
participate officially in the 
Father's Day scheme although in- 
dividual wholesalers may support 
the movement. 
- ~~ 
THAT local advertising will be 
on the agenda at the next meeting 
of Torquay and District Fish 
Fryers. 
* * 
THAT German chicken farmers 
are to launch an “Egg Week” 
when German eggs will be 
stamped with advertising verses. 
* * * 


THAT the British Federation of 
Master Printers’ travelling exhibi- 
tion, “Putting it in Print.” has 
begun an extensive tour of East 
Anglia. 
. ~ 7. 

THAT more than two-thirds -f 
the floor space for the National 
Farmers Union Market Produce 
Show at Olympia (June 27-29) 
has been sold. 


We Hear— 


THAT the Daily Telegraph 1s 
sponsoring the Sea Cadet Corps 
national boxing championships 
which will be held in the Royal 
Albert Hall on March 16 in the 
presence of the Duke of 
Gloucester, 

o* * * 
THAT 2,810 copies of the 1951 
holiday guide for Fleetwood were 
packed and despatched in one day 
by Fleetwood Corporation Enter- 
tainments and Publicity Depart- 
ment workers—a record. 

* * * 


THAT W. H. Dyer, director of 
publicity for Hastings, addressed 
Bexhill Rotarians on “Tales of 
East Sussex.” 
” * * 
THAT the British Council has 
arranged an exhibition of 560 
scientific and technical books for 
the Royal Agricultural and 
Commercial Society in George- 
town, Betton Guiana. 
* 


THAT races’ on miniature 
bicycles were a highspot at the 
annual party and dance at 
Gloucester of Priestley Studios 
Ltd., attended by 150 staff and 
guests. Mr. J. Perkes expressed 
the staffs’ appreciation to Mr. 
Charles Priestley and his fellow 
directors. 


* ADVERTISING MANAGER’S CORNER 


Economisery 


There’s no better recipe for unhappiness than 


trying to do two jobs. When we meet a man with 


a long face and a short temper, it’s ten to one he’s 


an advertising manager wrestling with his own 


display problems. 


Of course 


there’s nothing 


against trying to economise, but for our part we 


would rather save with a smile. 


Bring us your 


display problems and we'll show you how it can be 


done—that sort of economising has been a full- 


time job with us for more than a generation. 


distinctive 


showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING Lone ED. 
el 


29-30 KINGLY STREET, LONDON, W.1 
EG 3295-6 
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Carpeted highway beneath 50-lamp chandeliers; rich coloured fabrics 

draped overhead; these lead to a replica in spirit of the Crystal Palace 

and evoke an atmosphere of Victorian luxury at the “Daily Mail” 

Ideal Home Exhibition, 1951.—An artist's impression of the Grand 
Hall scene. 


THAT the darts team of Robert 
Freeman Co. Ltd., beat Direct 
Process Engraving Ltd., 2-1 on 
Friday. 

. * * 
THAT the third annual British 
News Pictures of the Year exhi- 
bition will be held at Exhibition 
Hall, Manchester, from March 
13—24. 

- * * 
THAT Mundesley (Norfolk) 
Publicity Association spent £53 
on national Press advertising last 
year. 

* * 
THAT for the first time since 
the war, Great Britain will be 
represented by a national stand 
at this year’s Foire de Paris 
trade fair from April 28 to May 
14. 


* * * 


THAT the shortage and high cost 
of good quality timber for 
mounts for process blocks has led 
the Printing, Packaging and 
Allied Trades Association to test 
resin-bonded wood chip blocks, 
which they have approved. 

* * * 
THAT Terry Thomas will be a 
star attraction of the floor show 
at the Publicity Club of London 
Gala at Grosvenor House on 
March 8. Other performers will 
be Renald and Rudy, Topper 
Martyn, and the Cairoli Brothers. 
The traditional London Gala 
gifts for the ladies are now pour- 
ing in from advertisers all over 
Great Britain. 

* ~ 
THAT the Press Players, mem- 
bers of the Fleet Street branch, 
British Legion, will present “On 
Monday Next” at King George's 
Hall, W.1, on Friday and Satur- 
day, March 2 and 3. 

* * * 
THAT Owen Pawsey, editor of 
Electrical and Radio Trading, 
gave a talk on “You and your 
trade Press” to the Radio Indus- 
tries Club of the Midlands at 
Birmingham last week. 


AFTER BUSINESS 


HOURS 


The Silver Box 


(Lyric, Hammersmith) 

Heading a fine cast, Kathleen 
Harrison is superb as the timid 
and pathetic charwoman, sus- 
pected of a theft committed by 
her drunken and brutalised out- 
of-work husband. 

As directed by Frith Banbury, 
“The Silver Box” is more worth 
seeing than almost any other play 
now on the London stage.—M.H. 


ADVERTISING 
DIARY 


Friday, February 23. 

BerKS AND Bucks Pusticity 
C.us annual dinner and dance. 
Berry Hill Hotel, Taplow, 7.45 p.m. 

MANCHESTER PuBLiciTy Assocta- 
TION annual Ladies’ evening. Din- 
ner-dance. Midland Hotel. 

Monday, February 26. 

Pusticity Cius oF Lonpon. Eric 
Fosdike on “The life and hard times 
of a visualiser."” Aldwych Club 

m 


D.m. 

MANCHESTER PUBLICITY AsSSOCtA- 
TION, jumior section. Alan Stevens 
and Harry Giltrap on “The Origins 
of Jazz."" The International Club, 


p.m 
Wednesday, February 28. 
ADVERTISING CLU® OF OXFORD 
W. J. Leaper on “Some legal pit- 
falls in advertising.” Agricola Rest- 
aurant, 6.30 p.m 
Atpwycnu CLusB Ex-detective 
Inspector Robert H. Fabian on 
“Behind the Scenes at Scotland 


Pusticiry Ctvus OF ABERDEEN 
J. Holmes on “Blockmaking.”’ 
Saturday, March 3. 
PRINTING TRapDes ALLIANCE. Din- 
ner at Dorchester Hotel, 6.30 p.m. 
Monday, March 5. 
Pustictry CLus or LONDON meet- 
ing. Waldorf. 6.15 p.m 
Tuesday, March 6. 
Pusticity CLus OF NEWCASTLE 
ladies’ night and mannequin parade, 


7 pm 
Wednesday, March 7. 

INCORPORATED ADVERTISING 
MANAGERS’ ASSOCIATION. A survey 
of radio and television advertising. 
Waldorf, 6.30 p.m 

INSTITUTE OF PUBLIC RELATIONS 
lunch Howard Marshall on 
“Works Relations.” Planning 
Centre, King Street, W.C.2, 
12.45 p.m. 

Puaticity Ciur or Leeps. Dance 
in aid of N.A.B.S. Astoria ball- 
room. 
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Section Of Rank Group Moves To 
Wilson’s : Big Raleigh Festival 
Plans : Crayson To Benson’s 


ACCOUNTS MOVING 


Wilson Advertising Ltd, have 
taken over the account of the 
British Optical Precision Engin- 
eers Ltd., part of the J. Arthur 
Rank group. This account in- 
cludes: G.B. Equipments Ltd., 
distributors of G. B. Bell 
Howell 8 mm. and 16 mm. pro- 
jectors and cine equipment (cam- 
paign in provincials, class jour- 
nals, trade Press. Dealer aid 
material); G.B. Film Division, 
distributors of Universal Inter- 
national pictures and British Lion 
releases (class journals, technical 
Press, educational journals. 
Dealer aids); Kershaw Soho 
(Sales) Ltd., distributors of the 
Kershaw range of binoculars, 
cameras, film strip projectors 
(class and educational journals, 
sporting Press. Dealer aids); 

B. Kalee Ltd., makers and 


‘Jafa’s’ Run Dry 
Following advertisements in 
the “Fruit Irades Journal” 
15,000 “King Jatia” Day-glo 
banners for retailers have 
been dispatched and stocks 
are now exhausted. Agents 
for Jaffa oranges are Mather 
& Crowther Ltd. 


distributors of cinema and 
theatrical equipment (cinema 
Press and technical journals); 
Taylor, Taylor & Hobson Ltd. 
(part) for the products which are 
distributed by G.B. Equipments 
Ltd.; and British Acoustic Films 
Ltd., manufacturers of 35 mm. 
and 16 mm. cine equipment. 

To S. H. Benson Ltd.: Crayson 
fashions. National Press, full 
pages in Woman, Woman's Own 
and Woman and Home, and 
posters on London underground 
escalators. 

To Stowe & Bowden Ltd. 
(Manchester): Measurement Ltd. 
Full pages have been booked in 
electrical journals. 

To Everetts Advertising Ltd.: 
P. B. Cow, makers of Lilo and 
other products. Women’s maga- 
zines, trade and technical Press. 

To T. Booth Waddicor & 
Partners Ltd.: British Olivetti 
Ltd., makers of typewriters and 
office accounting machines. A 
national campaign is planned but 
details are not yet fixed. 

To Garraway Ltd.: Discovery 
and International Printing maga- 
zines published by Jarrold & Sons 
(Norwich). 

NEW ACCOUNTS 

To Mason-Peacock _Ltd.: 
Polarizers (U.K.) Ltd., makers of 
day glasses and sun_ shields 
(colour pages in national weekly 
and monthly journals); Builders 
Copper Tube Co., Ltd. and 
Cuprocyl (trade Press); The 


Brentford Soap Co., Ltd, (laun- 
dry trade Press); Trobolgan 
Holiday Camp (nationals and 
provincials); Knokke - Zoute 
Belgian holiday resort (national 
dailies, weekly and monthly mag- 


azines); Brussels International 
Fair (nationals and weekly 
periodicals). 


To Auger & Turner Ltd.: 
B.E.C. Drapery Stores, Milburn 
Trading Company and- Master- 


mail (mail order spaces in 
nationals). 
NEW_CAMPAIGNS 

For Raleigh cycles: Large 


spaces have been booked in the 
Daily Mail, Daily Express, News 
Chronicle, Daily Herald, Daily 
Mirror, and News of the World 
for a campaign which will com- 
mence on March 12. The cam- 
paign will feature special 
“Festival of Britain” models and 
will link up with a £1,000 national 
dealer window display contest. 
Object of the competition is to 
“try to give a lead to retail 
traders for them to make their 
windows look good for the 
Festival.” Trade Press advertis- 
ing is featuring the competition. 
Later on a strong provincial Press 
campaign will be launched. 
Agents: Dorland Advertising Ltd. 

For Christie-Tyler chairs in 
Daily Express, Homes & Gardens, 
Ideal Home and trade Press. 
Agents: S. C. Peacock Ltd. 

For Farmer and Stockbreeder, 
announcing changes in style and 
format in national and provincia! 
Press. Agents: Charles F. 
Higham Ltd. 

For Jeypine and Jeyes Fluid in 
national dailies and Sundays, 
London evenings, provincials, 
Illustrated, John Bull, Picture 


Make the Royal! Navy 
your career 


This new I6-sheet recruiting 
poster for the Royal Navy will 
be appearing at the beginning of 
March. S. H. Benson Ltd. pro- 
duced the poster, the original of 
which is an oil painting by A. R. 
Thomson. It is printed litho in 
full colour by Waterlow & Sons 
Ltd. The design is also reproduced 
in double crown and crown folio 
for distribution through Royal 
Naval recruiting offices. 


Post, and women's magazines. 
Agents: Rumble, Crowther & 
Nicholas Ltd. 

For Epicure pickles in Evening 
News. Possibility of an extension 
of the campaign is being con- 
sidered. For Peek-A-Boo chil- 
dren’s wear, made by Klynton 
Hosiery Co., Ltd., in women’s 
journals, Trade Press advertising 
will be linked with Radium, men 


and women’s wear. Agents: 
Frederick Aldridge Ltd. 
For Dip liquid starch in 


national dailies and trade Press. 
Agents: Paul E. Derrick Adver- 


For Spillers Shapes in national 
dailies and Sundays. For Spillers 
Winalot in provincials and canine 
Press. For Spillers Saval dog food 
in canine Press. Agents: Osborne- 
Peacock Co., Ltd. 

For the new _ Lanchester 
Fourteen car in national dailies 
and Sundays, class weekly maga- 
zines and trade Press. Agents: 
London Press Exchange Ltd. 

For LC.1. Agricultura! Products 
in farming Press. Agents: 
Everetts Advertising Ltd, 

For Rooney hair, nail and bath 
brushes in Daily Telegraph, 
Evenine News, Evening Standard 
and Punch. Agents: Brockie, 
Haslam & Co. 

For the “Ripple” skirt created 
by Laddies in national Sundays. 
Agents: Haig-McAlister Ltd. 

For Minsal Ltd., makers of 
balanced mineral supplement, re- 
newals of quarter pages and other 
spaces in farming. canine and 
poultry journals—For Barber & 
Colman Ltd.,. makers of thread 
cutting screws. lock washers, re- 
newals for half and full pages in 
engineering, electrical and metal 
trade Press. Agents: Stowe & 
Bowden Ltd. (Manchester). 
OVERSEAS CAMPAIGN 

Hewitt, Ogilvy, Benson & 
Mather Inc. have been appointed 
to handle Enos Fruit Salt in the 
U.S. from April 1. 


‘Ideal Home’ 
Squirrels 


An extensive campaign has 
been launched for the Daily Mail 
Ideal Home, exhibition. Press 
advertising will cover national 
dailies and Sundays, London 
evening and suburban papers, 
provincial dailies and evenings, 
class magazines and trade and 
technical Press. 

Features of the poster side of 
the campaign are 48 and 16 sheet 
posters in five colours which will 
be on London hoardings for 
periods of four and six weeks. 
Sixteen sheet posters are being 
used in the home counties and 
large provincial towns. Double 
crown posters are appearing on 
the London underground and 
suburban railway stations and 
bus and trolleybus placards are 
being employed. 


As last year the Piccadilly 
“corner” owned by Dominant 
Sites Ltd. has been taken over for 
an amusing display featuring 
squirrels which are the symbol of | 
this year’s campaign. Agents are 
S. H. Benson Ltd. \ 


ADVERTISER’S WEEKLY 


Ford 


MOTOR COMPANY LIMITED 
to Advertise 


THAMES 


COMMERCIAL VEHICLES 


Rumble, Crowther & Nicholas Ltd. 
use Food Manufacture because 
it reaches a wide variety of 
firms who are purchasers of 
vans and trucks. 


FOOD MANUFACTURE 
17 Stratford Place, London, W.! 
| a Ce 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


7s specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 


and Public Works Digest 
is another publication of the 


WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 
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ADVERTISER'S WEEKLY 


SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD. CROYOON 


ADD+SCOmMBE 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP BY EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING POSTERS 


3147-86 


Est. 1908 Phone : Hol. 8641/2 


Gide RE 


87/93 LAMBS CONDUIT ST., W.C.1I 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


ee) 
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SHOOTING! 


Gillott’s fine drawing hs, 


are made for artists who ~%~ 
understand pens by knowing we 
how to use them, and who, in 
consequence, will not re-order a 


particular pen unless its predecessor 
made the grade. It does not pay to 


S 


sell a pen that merely shoots a line 
instead of drawing one. 


By 
feneminent 
FO) ANE DRAWING © BETTER WRITING [einem 


King George V. 
JOSEPH GILLOTT AND SONS LTD. 
Victoria Works. Sanam. 1 


London 
28, New Bridge — E.C.4 


Phone: BER 1065————_____—_ 
Trade Typesetting 
Monotype and Handwork 
Specialists in proving for 
Photo-Litho Reproduction 


Delivery and Collection 
in Central London 


“ ADVANCE TYPOGRAPHERS 


LTD. 
Marigold Street, Jamaica Road 
S.E.16 


SIGNS 


fveny 


ERECTION 


OEScaiPTioN 


RENOVATION 


suPPLY 


REGINA STUDIOS (SIGNS A DISPLAYS) LTD 
27, BOSTON ROAD. HANWELL Ww? 
(a6 008 a 


gency Enquirces 
Prompt Personal Attention © Strciest Confidence 


AU TOTYPE = ‘ 


GIANT ENLARGEMENTS 
~ wp to 80 sq. ft. in one piece — 


The Autotype Co. Ltd, Brownlow Rd 
London, W.13 EALing 2691-2-3 


SILL KITCHEN JR LTD SEWSPAPER ABD 
TINE REPRESENTATIVES WILL KIT 


SUV NVAUHANUUNUAUAUG HALLER 
E The World's Greatest 


Bookshop 


Stock of three 


= Inillion volumes 
New and secondhand Books 
on_every subject 
119-125 Charing Cross Road, W.C.2 


yor ye tg? "9 
Sats 


(ine. 
Sirmin mem 


rT 


FOR 
WEEKLIES 


AND 


MONTHLIES 


consult 


G. F. TOMKIN LTD 


= 
Day and Night 
PRINTERS 
501/S Grove Green Road 
LONDON, E.!1 Tel. LEY 1164/5 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 

to order. in immaculate style and in the 

best traditions of taduserial _— _ 
functionally and v 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W.C.2 & BELFAST 
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Legal and Gazette 


BOOKLETS CLAIM FAILS 
A firm which supplied 5,000 tar.ff 
bookets, containing advertisemenis, free 
of charge to an hocel which undertook 
to circuate or display them sued the 
hotel for damages for breach of contract 
before Mr. Justice Jones in the King’s 
Bench Division last week 

General Publicity Services, Ltd., Dover 
et, W.1, 

ormer owners of t Lion Hotel, 
Guildford 

Plaintiffs claimed that the defendants 
agreed under contract, dated November 
1948, to circulate or display the booklets 
for three years, the advertising company 
to have the option of re-issuing the 
booklet on the same terms for a further 
three years. In April, 1950, defendants 
sold the hotel without ensuring the pur- 
chasers would continue with the obliga- 
tio! 


n. 

General Publicity Services claimed 
damages for the money they would have 
received had the bookict been circulaied 
for a full three years and for the profi 
from re-issue. 

The defence was a denial that there was 
any binding contract and defendants con- 
tended that if such @ comiract was 
entered into it was an implied term that 
it would be determined on the sale of 
the hotel. 

His Lordship said the contract did not 
contain an express term that defendants 
should carry on the business for th ce 
years. It would be right to imp’y the 
term that the agreement should be de:er- 
mined if defendants at any time cca: 
to carry on business. In these circum- 
Stances, the piainuffs’ claim fai: 


COMPANIES WINDING-UP 


first. meeting of creditors of 
.., GeorGe anv Co. Lrp., adveri- 
ising agents, 141 Moorgate, London, was 
held on February 15, at Inveresk House, 
W.C.2, when Mr. F. M. Collins, senior 
assistant official receiver, reported that the 
winding-up order was made on Jan- 
uary 15. 

The company was registered on Sep- 
tember 23, 1946, with a nominal capital 
of £5,000 

Accounts for the year ended March 31. 
1950, showed a turnover of £61.166 with a 
gross profit of £11,449 but a net loss of 
£717 was sustained. Some of the busi- 
ness expected in the following six months 
failed to materalise and in November 

as 


Subscribers: W. England and F. P. 


marshall «6G Ltd Advertaioe 
agents and contractors. inal 
capital: £2,500. Directors: G. 
Marsnall, A. Green and R. B. 
Greenwood. 

Hotel Map Ltd., Clifford 
Lodge, Worthing Piess, poster and 
general advertising and publicity agents 


and spec.alisss. Nomina! capital: 
Directors: A, V. Kirwan and 

Thomas Hotton L'd., 7 Chure Street, 
Ormskirk, nes. Princers and publishers 
and newspaper propriciors. carred On as 
“Thomas Hutton” at Ormaki rk, Lancs. 
—— capital: £20,000 

C.D.K. stuaiws L.d., Penstene House, 
17 Henrietta Street, Strand. W.C.2 
Propr.etors of art studios; commerc al 


£1.000. 
W.. Turner. 


artists and photographers. Nominal 
capital £100. Directors: E. Cann, 
L. Doher y and E. B. Kirb 

A‘an_ Delgado Ltd., 14 Bryanston 
Street, Portman Square, W.1. Publishers, 
editors and printers. Nominal capital: 
£4,000. Drrectors: A. G. De'gado and 


Cc. R. L. Kemp 
(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily Register compiled 
by Jordan and Sens, L Company 
Registration Agents, 116 _Ghaneery Lane, 
hansen, & w.c 


WILL 


Frank Cartyte MiTcHeLt, of 220 Cran- 
mer Court, w 


Outdoor Publicity L:d., left £12.633 “te. 
gross. £10.971 10s Sd. net value. (Duy 
paid £660). He left £100 to his trustees for 


oe ouse, 
_d rector _and_ secre? ary of L.P.E. 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


weemnest. BRIDGE ROAD 
To wt - TEL vic 0982-3 


last the company lost 
advertising agents. With a view to pre- 
serving the goodwill, attemp:s were made 
for a merger with another concern but 
these were unsuccessful and the company 
then ceased to trade. 
Continuing, Mr. Collins said that from 
information made a 
the liabilities 
£19,317. Assets at book value were 
shown at £10.406. Falure was attri- 
buted to lack of cash-working capi 
decrease in turnover after April 1950, wand 
heavy overheads which were essential to 
incur in order to obtain new business, 
and which were not immediately remun- 


crative 
. R. W. Lambeth, of 2 Lord North 
Street, Westminster, has been appointed 
liquidator 


BANKRUPTCY 

At the public examination of Lewis 
GeoRGE STOAKES, sometimes known as 
Lewis George. Earls Court, lately carry- 
ing on business with another at 225/227 
Hammersmith Road, W.6, Lewis 
George Laboratories, and with another 
at 45 South Audicy Street, W.1, London. 
as Electronicraft Publications, techn cal 
publisher, it was reported that gen 
amounted to £1,938 against 
mated to produce £10. 


New Companies 


Fa'con Studios Ltd., 13. 
Harrogate. Commerc:a! artists. 
capital: £300. peer: w. 
Weightman and J. D. ’ 

Richold Exhibition lid 24/25, 
Steine, Brighton. Designers, 

organisers of model ‘oe ural 
exhibitions. Directors: Hilda T and 
Una Wilson. 

Bookano Strand Publications 
Ballards Lane, Finchicy, Mdx. 
over business carried on 
Publications” North 
£10.000. 


Ltd., 269, 
To take 
“Stra 


Finch! cy. 
Directors 
M. Giraud- 


Putiern Parade, Ltd., 2, Cloth Hall 
Street, Huddersfield. 
eeiaters. Producers, 


distributors of books 
Nomi 


1e@e2-19S1 


FOR LITHO 


SON & & WATTS 110. 
poe ST. LONDON, E.C.2 


mONarch 7408 (three 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, $.W.II 
Tel. Nos. Battersea 5300 & 4886 


RENART 
STUDIO LTD 


SCREEN PRINTING 


~ 


POSTER SITES 
BULLETINS 


= 


6 HARROW 
Re BILLPOSTING 
Mi COMPANY 


%, 
% 
4um§-x470 


37, Spring Street, W.2 
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APPOINTMENTS VACA 


TOP FLIGHT 
all round 


COMMERCIAL 
ARTIST 
‘required 
Must be able to produce the 
highest quality work includ- 
ing still-life and retouching. 
Excellent conditions with 
pension and profit-sharing 
schemes. Write in first 
instance giving age, ex- 
perience and salary—and 
enclose specimens which 

will be returned. 


STUDIO SEFTON 
21 Leigh St., Liverpool, | 


STUDIO IRWIN have vacancy for rep- 


resentaty “ for their PHOTOGRAPHIC 
SECTIO Excellent prospects and 
secure puntos for the right man. 
Write in first instance giving full par- 
— to se y Limited, 11 
Gougt E 


PRODUCTION WANACER for news- 


Paper and magazine group. publishing 
side, not printing. Must have up-to- 
date knowledge of prnting processes, 
experience of advertising make-up, 
buying sense and ability to organise 
copy collection department. Full 
details to 

_ Box 1286 Ad. Weekly 180 Fleet St EC4 


CLERICAL ASSISTANT required in 


advertising department of c ty publ shers 
—typing preferable but not essential. 
5-day week. hours 9-5. Staff pension 
scheme. Application in writing giving 
age, salary, experience to Box J. 519, 
be 110 Old Broad Street, 


EXPERIENCED LAYOUT MAN _te- 


quired in London Agency handling 
National accounts Must be able to 
Prepare layouts to a very high standard. 
suitable for submission to clients, and 
his work should be in keeping with 
modern practice. A congenial position 
in first-class conditions is offered to 
the right man. App'y in writing (no 
specimens at first) to Managing Direc- 
tor, R.C.N.. 184 Strand. W.C.2. 


MANCHESTER 
AGENCY MANAGER 


Adverti:ing Agency of Inter- 
national repute with Branch 
Offices in Manchester require 
experienced Agency Executive 
as Account Executive in Man- 
chester with the view, after 6 
months experience, of being 
promoted to Manager. A 
permanent, progressive oppor- 
tunity to the right type of 
ambitious young man. Pre- 
vious Agency Executive ex- 
perience essential. Write full 
details of age and experience 
in strict confidence to 
Box 1300 
Advertiser's Weekly, 180 Fleet Se., E.C.4 


355 


CLASSIFIED ADVERTISEMENTS | 


gig av VACANT 3. per bone, APPOINTMENTS WANTED 
2s. 6d. per line. Display pamel 30s. per inch. All other clawifications 3s. 6d. per line 
Display pane! 40s. per inch. Minimum three lines. Each line consists of average of 
24 letters, ignoring space. Box sumber counts as one line and ts to be paid for. 


fncertions MUST BE PREPAID. Address: “Advertiver's Weekly,” 180 Fleet 
Londos, E.C.4. ‘Phome: Chancery 8844, 


APPOINTMENTS VACANT 


| AGENCY SPECIALISING in technical 
adveriising has vacancy for agency 
MARKET RESE \RCH trained artist Ability to do cean 
letiering, sick froughs and some 
ASSISTANT finished work essential. Full details by 
letter to: Donald Macdonald (Adver- 
= , w tising) Ltd.. 92 Ficet Sureet, EC 4. 
in Advertising Agency. Woman PUBLICITY MANAGER required for 
with good educational back- firm | manufacturing small | tools and 
a ae 7 hardfacinag rods, outsk ris Birmingham 
ground (age between 22 and Must be abe to layout and produce 
35) general intelligence to ca‘alogue matter, arrange press adver- 
. j H j iew- tising, and have know'edge of exhibi- 
cope with inquirics, interview tion work Sa ary according to qua!i- 
ing people, extracting informa- fications. Loca! man preferred 
tion, and administrative work. Box 1275 Ad. Weekly 180 Ficet St EC4 
Some knowledge of statistics 
needed, and a degree or sound PRESS OFFICER and 
experience. Write full details TECHNICAL EDITOR 
to Secretary . 
JOHN HADDON AND co. LTD., eee p Rg 8. - Ry 
Il SALISBURY SQUARE, E.C.4 Duties include liaison with the 
Press and with the Technical and 
LONDON AREA REPRESENTATIVE Sales Departments of the company, 
required for photograpay and pub- editing, and if necessary. writing 
licity services, Photo-Union Lid. 12 booklets and leaflets, the pro- 
_Soho Square, London, W.1 duction of a quarterly journal, 
A VACANCY occurs for a repre: sentative writing copy for exhibitions and 
with ability above the average to sell film scripts, and assisting in the 
space in a specialised pub! cation A preparation of papers to be read by 
minimum saary of £1.000 per annum the staff, Experience on a technical 
will be paid App'icants must give paper desirable. Salary according 
details of space selling career, which 


to qualifications and experience. 
will be treated in confidence . om 


_ Box 1297 Ad. Weekly 180 F ect St EC4 Apply Ben 1208 

SPACE SALESMAN wanted in London 
and the Midlands to take Midiand trade Advertiser's Weekly, 180 Fleet St., E.C.4 
magazine as additional agency, com- — 
miss:on basis WOMAN ASSISTANT for adver 
Box 1308 Ad. Weekly 180 F'eet St EC4 department a book company Able to 

AN OL TANDING Opportunity for make ‘ayouts anc adapt ex sting adver- 
executive on the administrative secre- tisements to different — and media 
tarial and commercial sde of advert- Shor.hand-typing essenti 
ising agency, handling all types of Bpx 1296 Ad. Weekly 1st Fleet St EC4 
media Man required must have had 


ADVERTISER'S WEEKLY 


PUBLICITY 
ASSISTANT 


| for small Publicity Office of 
avery well-known Company. 
Layout - visualiser - typo- 
grapher, able to produce 
| effective ‘‘roughs"’ quickly, 
subsequently the more 
finished visualised job in- 
cluding some typography. 
Work handled is mainly of 
“‘prestige’’ nature, the 
standard, therefore, being 
high. Superannuation 
scheme, staff canteen, etc. 
Write, giving very brief 
details in first instance, of 
experience, age, qualifi- 
cations and salary required, 
to 


Box 957 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


GOOD OPPORTUNITY for man with 
exper'ence. to build classified advertise- 
ments section we ished = national 

| week'y. Full de‘ais to 

| Box 1287 Ad Weekly 180 Fleet St EC4 

| OLTDOOR ADV ERTISING. —_Experi- 

enced sie finder required for London 
areca. Write stating age, expericnce 
ani selavy required to 

Box 1288 Ad. Weekly 180 Fleet St EC4 


at least ten years’ experience in this 
type of work and who now secks a 
similar position of trust where know- 
ledge and abilitics will have more scope 
and advarcement. Ony app'icants who 
write fully describing their experience 
career will be considered for inter- 


the names of two referemes (which 


the” names "ot Iwo. referemcy whic Mather & Crowther 


es. Our own staff know of 
this vacanc 


Box 1281 Ad. Weekly 180 Fleet St EC4 require 


PUBLICITY DEPARTMENT of large 
Sheffield steel firm requires assistant 
with experience of commercial office 


routine and accustomed to deal with 1 A first-class 


agencies and printers on all aspects of 


wth fall donate of cnpertesen, age ont Visualiser and Layout Artist 


salary réquired to 


Bor 1237 P , F 
Advertieer’s Weekly, 180 Fleet St., E.C.4 Excellent and interesting opportunity for a man 


with more than usual 
— HANICAL PRODUCTION ASSIST- : P ‘ 
ANT required by Osborne-Peacock design, and typography, 


Co. Lta Write giving full particulars 


and salary required to the Managing printed matter in all forms. 


Director. Osborne eae Co. Ltd., 
7 Cannon St.. E.C.4 


MAN REQUIRED for busy voucher 2. Assistant to Exhibition Designers 


department of West End Advertising 
Agency Experience essential. Write 
P > 


or phone Austin Knight Ltd.. 2i2a The position calls for an interest in production, 


Shaftesbury Avenuc, W.C.2 TEMp¢c ss =e 
__Bar 7801-5 * costing and servicing. 
YOUNG GIRL or boy to tran in Pro 
duction Department of growing adver- 


A 3. Assistant to deal with 


Applied Designs Co. Ltd., 2 Guilford 


MARKET RESEARCH. — (coda Wr Art and Service Charges 


Leading B'r- 


mingham manufacu-ers wel estab- , ‘ . . . 
lished in the Export Field invite Qualifications; experience with figures essential. 
applicatons from candidates (male . 

or fema'e). for vacances in their Agency experience an advantage. 

Market Research Division The 


appointments to be fil'ed ave those of 
Market Revearch Assis‘ant and Library 


anid Information Asshaant Persons Write to K. D. A. Atkins, Mather & Crowther Ltd., 
experienced in these fie'ds would be 
preferred but the essential require- Brettenham House, Lancaster Place, London, W.C.2 
ments arc a good education the 


capacity to work on own initiative 
togcther with administrative and 
po aged ability. Write giving full 
detai's 

Box ins. Ad. Weekly 180 Flect St EC4 


interest in “advertising” 
particularly as applied to 


*Phone your Classifieds to CHA 8844 (Ex. 23) 
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ADVERTISER'S WEEKLY 


POINTMENTS VAGAN 


A PROVINCIAL 
EVENING 
NEWSPAPER 


has an unusually attractive 
vacancy for a space salesman. 
He will not be more than 30; 
will have initiative and a 
pleasant personality; will be a 
keen enthusiast about selling, 
and have a flair for organising. 
He will have a salary of £500 
a year and commission and 
will know that he has landed 
a job offering very interesting 
prospects to the right man. It 
may be that the man for this 
post has had no previous 
newspaper experience, so this 
should not prevent you send- 
ing full details about yourself 
to 


Box 1307 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ARTIST for first-class lettering and line 


illustration. Good opportunity for 
right man Bonus. Superannuation 
Five-day weet. Rotaprint, Honeypot 
_Lane. N.W.9 


ACCOUNTS CLERK required for West 
End Agency. Good typist with experi- 
ence of Production invoicing 


CLASSIFIED ADVERTISEMENTS 


LETTERING ARTIST 
AND 


RETOUCHER 
required 


RENART STUDIOS LTD. 
86-88 Uxbridge Rd., Hanwell, W.7 


PRODUCTION MANAGER required to 


take over entire work of planning and 
following through the publishing and 
production of programmes on well- 
known group of monthly trade periodi- 
cals and annual reference books. Age 
25-35 While technical knowledge is 
necessary, more important qualifica- 
tions are initiative, persistent drive, and 
organisational flair. This is an excep- 
tional opportunity for a bold and 
imtelligent young Man who wants to 
carry responsibility now and, learning 
fast, go on adding to it. Send details 
of education, experience, age 

present salary, in strictest confidence, to 
Box 1276 Ad. Weekly 180 Fleet St EC4 


SPACE SALESMAN required by pub- 

ABC) of growing 
Salary, expenses 
Experienced and 
only 


lishers (members of 
Export Publications. 
and commission. 


hard working representatives 


Diease 
Box 978 Ad. Weekly 180 Fleet St EC4 


VISUALISER 
WANTED 


by leading London Agency for 
large Mail Order Account. 
Applicant must have original 
ideas, and the ability to produce 
quick, slick layouts, and be able 
to do a small amount of finished 
work if required. Ideal working 


Unusual Opportunity 
FOR YOUNG MAN 


interesting opening in 
the advertisement department of a 
well-known firm of magazine pub- 
lishers for a young man who has 
completed his National Service. He 
should be familiar with methods of 
printing and reproduction, and be able 
to keep close and accurate records of 
work in progress. He will be trained 
to fit him for the position of per- 
sonal assistant to an Advertisement 
Manager. 

Write in strict confidence giving details 


There is an 


of age, education, experience and 
salary required to 
Box 1269 


Advertiser's Weekly, 180 Fleet St., E.C.4 


Motor Manufac- 


Fepruary 22, 1951 
APPOINTMENTS VACANT 


acancies for 
ersatile Artists 


C.A.S. (the Artists’ Co- 
operative) requires another 
two experienced artists, 
generally quick and slick, 
one with emphasis on figure 
work and general illustra- 
tion, the other capable re- 
touching. These are creative 
positions in a progressive 
studio. If you like working 
in a congenial atmosphere, 
you'll like working at C.A.S. 
Apply stating age, experi- 
ence, present salary to, The 
Manager 


CO-OPERATIVE ART SERVICE LTD 
6a SMITH STREET, CHELSEA, LONDON 


PRODUCTION. London Agency re- 
quires a further First Class Production 
man preferably with previous Agency 
experience The position will carry a 
commencing salary of approximately 
£750 per annum and is a five-day week. 
Write fully giving age and experience 


to 
Box 1280 Ad. Weekly 180 Fleet St EC4 


5 iti ARTIST required by Bf. 8 
Box 1315 Ad. Weekly 180 Fleet St EC4 | conditions, 5 day week, hours turers in Birmingham area for creative BOOK-KEEPER/TYPIST required by 
PRODUCTION | ASSIST ANS pl busy | 9.15 to 5.15, superannuation work, mainly roughs for catalogues, ey Fiect Street Soveriine agency. 
cy. © c, painstaking and ¢ } ; folders, display stands, showroom ex- FOK prospects for right person. 
cient; to work without supervision if | scheme. Write Stating age, teriors, rs Weite in first instance _ Telephone: HOL ae 
necessary: full particulars of experience experience and salary required to without specimens. stating age, experi- YOUNG PRODUCTION Assistant, ex- 


and salary required t 

Box 1290 Ad Weekly 180 Fleet St EC4 
ADVERTISEMENT MANAGER: 

Immediate vacancy with cuablished 

monthly for proved space-salesman, 
preferably with experience in industrial 


ence and salary required 

Box 1294 Ad. Weekly 180 ‘Fleet St BC4 
ASSISTANT TO CHIEF BUYER and 

Production Manager required by old- 

established Ficet Street magazine and 

book publishing firm. Some experience 


National Service. Some knowledge of 


Block ordering, etc 
Box 1255 Ad. Weckly 180 Ficet St EC4 


Box 935 
Advertiser's Weekly, 180 Fleet St., E.C.4 


GENERAL ARTIST wanted, good at 
lettering, layout, ctc., by busy London 


field. Unusually attractive opportunity. Agency. of planning priming schedules and of 

Box 1289 Ad. Weekly 180 Fleet St EC4 Box 13i9 Ad. Weekly 180 Fleet St EC4 progress chasing is necessary; main We want a 
requirements are energy, drive and 
persistence. Age not over 35. Mini- 
mum tenga gro 


particulars of ag ry hy LAYOUT MAN 


Box 277 Ad. Weekly 180 Fleet St EC4 
ASSISTANT TO ADVERTISING MAN- 
GER. Well ae i man of good 
appearance about 25 years of age 
ae for leading mo gg na 
Manufacturers located in uth est } “ ” 
London with world-wide connections. ang tee pond ple Ty 
Press experience an advantage. Exce Pond Ce | Suescenstnes in both 
lent prospects for ambitious man and and 


Who is as interested in the hw 
printed appearance of his work 
as its earlier stages.. 


ACCOUNT 
EXECUTIVE 


olour 
Pension. Normally 5-day week. Apply Whit H WOU ULD SELL - And 
Box No. 722 Dorland Advertising Ltd., though not typographer, a 


18-20 Regent Street, London, S.W.1 practical knowledge of type, for 


layout, would be essential. 


The account is a busy one, the 
work varied and interesting, and 

B reasonably generous. 
Write, giving brief outline of 
experience and accounts worked 
on to General Manager. 


Salary Offered 
£1,000 - £1,500 


Wanted, 
executive who 


outstanding young 
has made a 


A. N. Holden & Co. Ltd., 94 Mount 


real study of Advertising— McCANN-ERICKSON 
\ i including Market Research. 
: Street, W.1, requires a top level onary leggy aggre ADVERTISING LTD. 


integrity and show evidence 110 Jermyn Street, S.W.1 
thereof. For modern West 


End Agency handling good 


Account Executive with long and 


ational acc P MANCHESTER ADVERTISING 
national accounts. State age, eit GA) comin seeaeen 
experience, etc., to copy detail man. Knowledge of lay- 
Box 1293 ~— typography, pe a a 
uction is essential. ac ( . er- 
Advertiser's Weekly, 180 Fleet St., E.C.4 manent position, with prospects and 
responsibility, for agency trained man. 
Write, giving details of experience, 
salary, etc., to 
Box 1318 Ad. Weekly 180 Fleet St BC4 
COMMERCIAL ~AKiisi ~~ Fequired. 
experience in Figure Work a decided 


varied experience of controlling im- 


portant national accounts. Four 


PUBLICITY MANAGER required by 
book puodlishers to plan, and personally 
carry through, sales-promotion cam- 
paigns from start to finish. Must be 
a good copywriter and ideas man who 


figure salary. 


has had some experience of direct mail advantage. Apply by letter or call 

A 1 . e,¢ work Exceptionai opening and par- _— oe one nt oe 
ticularly interesting work. Details of Service, Arkicy oad (Nr. St. James 

pp y in writing please, to age, experience and approximate Street Station), Walthamstow, E.17. 


salary required. in strict confidence. to Phone Keystone 4271. 


. . Box 1298 Ad. Weckly 180 Fleet St BC4 JUNIOR ASSISTANT (Girl) offered 

the Managing Director. OUTDOOR ADVERTISING. Trade interesting and progressive five-day 
Association require the services Of a week secretarial post in West London 

General Secretary Must have good Publicity Department of Instrument 

knowledge of the Outdoor Advertising Manufacturers. Enthusiasm, expert 

industry and of the regulations con- copy-typing, adequate shorthand, neat 


handwriting, and experience of mailing 

lists and other records are essential 

peg per full arog including 
ae and salary cequired. 

Box 1264 Ad. Weekly 180. Fleet St EC4 


trolling advertisements 
mencing salary, £1.500 p.a., 
penses. Apply, stating age and full 
experience. to 

Box 1317 Ad. Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 


*Phone your Classifieds 
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FEBRUARY 22. 1951 


APPOINTMENTS VACANT 


VACANCY for first class Sales Repre- 
sentative in photographic studio special- 
ising _ line ai reproduction work. 
Box 1282 Ad. Weekly 180 Fleet St EC4 

PROV nv TAL PHOTOLITHO, Process 
Engraving and Letterpress House, 
requires Manager. Able to interview 
and advise customers on production, 
and inwoduce new_ business Must 
have wide understanding of trade, with 
sound knowledge of processes and 
estimating. Progressive position for 
suitable applicant, experience of carton 


making an advantage. Give fullest 
details of qualifications, previous 
employment and remuneration, in 


strictest confidence, on first application 


to 
Box 1265 Ad. Weekly 180 Fleet St EC4 


EXPERT 
COPYWRITER 


FERTILE IN IDEAS and with 
comprehensive knowledge of 
type, art, blocks, etc., re- 
quired FOR EXECUTIVE 
POST in small but expanding 
agency in the North. Only 
those whose heart is in 
advertising need apply. 
Box 1268 
Advertiser's Weekly, 180 Fleet St., E.C.4 


TECHNICAL AUTHOR required by 
Manuiacturer of aircraft components 
Experienced in preparation of Aw 
Publications 
Write, stating age, experience and 
salary required to The Personnel Officer, 
Sir George Godfrey & Partners, Lid., 
_Hampton Road, Hanworth Middlesex 


CLERK WANTED for Studio of Large 
Advertisers in ormh West Must 
have knowledge of art charges, 
process work and art filing. Super- 
annuation scheme in operation Replics 
giving age, education and qualifications 


to 
Box 1262 Ad. Weekly 180 Fleet St EC4 


you are a first-class illustrator 
whose work doesn’t require 
high pressure salesmanship or 
a craftsman who takes pride 
in perfect lettering, whose 
finished art work will make 
the designer swoon with joy, 
whose retouching makes 
photography look dowdy, 
YOU’RE THE MAN WE WANT 
If you are interested in work- 
ing with a small team anxious 
to expand—with the minimum 
interference from Studio Man- 
agers (We can’t speak for 
clients) then write stating 
salary required to 


Box 1306 
Advertiser's Weekly, 180 Fleet St., E.C.4 


APPOINTMENTS WANT 


THOROUGHLY EXPERIENCED, first 
(and general printing) 

Used vo full responsi- 
Very successful record. Secks 


change. 

Box 962 Ad. Weekly 180 Fleet St EC4 

KEEN MAN, in 20's. seven years’ in 
Advertisement Departments of Pub- 
lishers. Lately in full charge of small 
department requires responsible posi- 
tion with small Publishing House or 

al newspaper anywhere 

_Box 1292 Ad. Weekly 180 Fleet St EC4 

S.W. ENGLAND. Ideas _man—visualiser 
at present with leading London Agency 
seeks position in the S.W. as Advert- 
ising Manager. Position in agency or 
other relevant post considered. Experi- 
ence in planning National Campaigns 
and in planning and designing all 
types of publicity material. Background 
of layout, copywriting. ‘ypography. 
oS = ane Age 34, Salary 


by disc 
Box 1299 A ‘Ad. Weekly 180 Fleet St BC4 


bility 


| 
| 


CLASSIFIED ADVERTISEMENTS 


SENIOR ACCOUNT EXECUTIVE 
FROM INDIA j 
. 6 years’ experience in a leading 
western agency, wishes to work in 
England for not less than one year. 
Good English; thorough knowledge 
of production; experienced in hand- 
ling cosmetics, airlines and consume: 
goods advertising. 


Advertiser's Weekly, 180 Fleet St., E.C.4 


29, seeks post as Assist- 
Manager. Ex-Army 
served in 
Department of  icading 
company since 1937. 
Chief Assistant to Publicity Manager 
Knowledge of press advertising, print- 
ing, photography, cxhibitions, prepara- 
tion of visuals for brochures, adverts 
and house journal make-up Good 
London or Middlesex 


enginecring 
Present position 


area preferred. 

Box 1271 Ad. Weekly 180 Fleet St BC4 
TECHNICAL ARTIST with long experi- 

ence im engineering subjects, retouching, 

design, lettering, a. offers ser- 

vices to first class 

Box 1266 Ad. Weekly. 180 Fleet St EC4 


ADVERTISING 
MANAGER 
A man with over 20 years’ experi- 
ence on both sides of the advertising 
fence, as Agency Executive and Pub- 
licity Manager to well-known business 
ouses, wishes to make a changc. 
Not just a creative man and copy- 
writer, but a capable all-rounder, well 


versed in all publicity and sales 
methods including direct mail. With 
very sound technical knowledge 


Used to getting things donc. 


Box 1310 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SHORTHAND-TYPISTS. Private Secre- 
taries, of sal ek. 


(WHiltehall 5924) je specialise in 

_¢fficiemt p mnel. 

ADVERTISER secks agency now requir- 
ing the services of senior executive, 
He is in a position to introduce 
substantial business. but wishes to be 
engaged primarily for his creative end 
administrative ability 
Box 1274 Ad. Weekly 180 Fleet St EC4 


TOP-LEVEL EXECUTIVE 
—25 years’ experience in printing 
and publishing—will shortly be avail- 
able for new appointment. Experience 
covers every aspect of newspaper, mag- 
azine advertising and publishing, up to 
management level. Able to keep any 
appointment convenient to yourself. 


Box 1260 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PUBLICITY MANAGFR (35), prepared 
to consider post anywhere in Greet 
Britain. Experienced in administration 
of Publicty Department and in pre- 
paration of trade advertisements, 
exhibition stands, window displays, sales 
promotion literature, direct mail, 
blocks, art work and supervising print- 
ing department. Previous experience as 
Publicity Manager to large electrical 
domestic appliance manufacturers and 
also scientific instrument makers. Excel- 
lent references. 

Box 1309 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT 


MANAGER 
seeks change 
Keen, young, executive-outlook 


Box 901 
Advertiser's Weekly, 180 Fleet St., E.C.4 


bs ew ADVERTISING, 
M.LA Secks post. Experience: 
po "sath acronautics, engincer- 


ing, S cag appliances, building, marine 


Son ‘1313 A Ad. Weekly 180 Fleet St ECs 
LETIERING and General Artist, 26. 
desires position in «gency/studio. 
_ Box 1311 Ad. Weekly y 180 Fleet St EC4 
YOUNG LADY, Agency experience, 
especially for keeping records. Quick 
careful typist, accurate at figures, secks 


position. 
Box 972 Ad, Weekly 180 Fleet St BC4 


your Classifieds 


JUNIOR COPY - WRITER, original, 
versatile, dynamic gy — — 
in progressive agency. Goc clere 


_ Box 1267 Ad. Weekly 180 Flees St ECs 
KEEN IMPROVER (19) ,— position 
as Letterer, West End rience. 
Box 1301 Ad. Weekly 180 Fleet St EC4 
LETTERING and iayout artist, aged 21 
Studio Agency experience thorough 
grounding with an accent Og modern 

styles, secks change 

__Box 1320 Ad. Weekly 180 Fleet St EC4 
ADVERTISING AGENTS! Ii you have 

a position to offer young man in 

carly twenties he would be glad to hear 

from you. 

Box 1291 Ad. Weekly 180 Fleet St BC4 


MAKE-UP and Copy 


experience 
Box 983 Ad. Weckly 180 Fleet St BC4 
MULTIGRAPH arom seeks post. 
10 years’ experienc 
Box 984 Ad Weekly 180 Fleet St EC4 
FINISHED LETTERING ARTIST, = 
years’ experience, desires change 
_ Box 1256 Ad. Weekly 180 Fleet St EC4 
LETTERING ARTIST Cn, cequires posi 
tion E.C. London essential 
Box 993 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


SPACE 
SALESMAN 


Clerk—five years 


handling trade and 
technical accounts is 
launching out as a 
free lance agent. 
Invites enquiries from 
publishers on 
commission basis. 


Box 1305 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISER'S WEEKLY 


FREE LANCE SER 


ARTIST DESIGNER 


specialising in creative work and 
having wide experience in 
booklets, posters, showcards and 


general design, requires additional 
connections. London Studio. Prompt 
service guarantecd, 


Box 1252 
Advertiser's Weekly, 180 Fleet St., E.C.4 


COMMERCIAL ARTIST, experienced in 
boot and shoe drawing, mechanical 
illustration and lettering, secks good 
connections, Prompt service guaranteed 
Box 909 Ad. Weckly 180 Fleet St EC4 


NEW SERVICE 
If calls for figure work do not justify a 
salaried man, let me work in your 
studio as needed. Excellent line, tone, 
flat colour. Generous terms. On ‘phone. 
Box 1279 
Advertiser's Weekly, 180 Fleet St., E.C.4 
FAST PROLIFIC 


WRITING, fresh 
sales-building ideas; technical or eectail; 
editorials; artwork; prompt service. Al! 
or any at modcrate cost 

Box 1316 Ad. Weekly 180 Ficet St EC4 


WE UNEARTH FACTS 
and do the whole job of en 
publicity newspapers and si 
journals, etc. 

HOLLIDAY & EDWARDS 

336-8, Corn Buildin, 

Manchester 4. DEAnsgate 2' 

Industrial Editors and Press Officers 

serving national advertisers and agents. 


COMMERCIAL ARTIST 
cess work (line, tone and colour) 
lettering specialist. Finished work from 
your colour roughs. 

Box 233 Ad. Weckly 180 Fleet St EC4 

FREE LANCE ARTIST—Service  re- 
quired for high-class smal! label 
a for litho or letterpress 


iy 1302 Ad. Weekly 180 Fleet St BC4 


requires pro- 


to CHA 8844 (Ex 23) 


1 > ~ BAASERATIONS _ 
oded, secuoncd 
conapmaeny drawn from blueprints by 


specia'isis. Prompt service. Burroughs 
& Gaskell, 24 Sedarhurst Drive, 
London, S.E.9 


Ist CLASS General Artist offers services 

3 gns, a day. Ideas, 

figure, lettering, design, re- 
touching, photo colouring 

2 Ad. Weekly 180 Fleet St BC4 

pable of high-class Still Life, 

”Fashion, Mechanica!  illus- 

for National and Trade Press 

Sennen, Leaflets, 


Levering, 
tration, 

Advertising, 
additional work, 
Box 1273 Ad, Weekly 180 Fiect St BC4 


BUSINESS OPPORTUNITIES 


PUBLISHERS wish to purchase estab- 


lished no Replies weated in 
strict confidence 
Box 1322 Ad d. Weekly 180 Fleet St BC4 


FOR ALL commercial art, phone MUs 


7181. W. Partridge, 23 Bloomsb 

_ Square, W.C. 

DIRECTORSHIP Of small agency with 
big possibilities offered contact man 
able to get business, Ssvestanens not 
essential Write in confidenc 
Box 1263 Ad, Weekly 180 ~~ St EC4 


Setgpe 


ACCOMMODATION ff 


TWO OFFICES TO LET in office suite 
Newly decorated. Light, heating, tele- 
phone and cleaning. Central for City 
and West End 
Box 1285 Ad. Weckly 180 Fleet St BC4 

SMALL ROOM To Let, North light, all 
amenities, for Free-lance artist, C.l, 

area Write Box 173, c/o 7 Coptic 
St., W.C.1. 


BENCH SPACE available for Free Lance ~ 


artists with group in well 
studio, Holborn area 
all conveniences. Wete Box 174, c/o 
7 Coptic St, W.C.1. 

SOME GOOD Office accommodation in 
West End is available for one or two 
Advertising men with business in hand 
wishing to link Ak with well-cstablished 
Adverusing Agen 
_ Box” 1303 Ad. Weekly | 180 Fleet St EC4 

uaturaishes office, 

mately 12 x 

mine 

Rent 


£200 a year. 
lease offercd 
__Box 1321 Ad. Weekly 180 Pleet St EC4 
PHOTOGRAPHIC STUDIO, = approxi- 
mately 5,000 sq. ft., required. Prefer- 
ably High Holborn district 
Box 1283 Ad. Weekly 180 Fleet St EC4 
OFFICE, WC. arca Fitted drawing 
desk. Telephone. Suit artist or agent. 
£3 per week, including light, heat and 
cleaning 
Box 1270 Ad. Weckly 180 Fleet St BC4 


‘ PRINTERS 


COUNTRY PRINTERS have capacity 
and paper (cotine) available for 
immediate production of 5-10,000, 16 


pp. medium 8vo. booklets or similar 
work weckly (half-tone or letterpress) 
Box 987 Ad. Weekly 180 Fleet St EC4 
CAPACITY 


AVAILABLE on rotary 
magazine press 3 to 4 days hnarwg 
Full ——— faciditics atailabie, 


London hou 
Box 1000 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


CONTACT FRAME 
30 in. x 30 in., 
stencils. £10. 


with air cushion 
ideal silk screen photo 
Phone GRA 4122. 


PAPER FROM STOCK 
White Bank S/O Lp. 11 Ibs., 
Cream Wove, Duplicating 
Paper, Envelopes, etc. Enve- 
lope and Office Supplies Ltd., 
a Street, E.C.1. MET 
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THURSDAY, FEBRUARY 22, 1951 


D. a copy 
40/- a year 
Post free 


45/- (overseas) 


13 specialised publications which have 
established a high reputation through- 
out the World for the authoritative 
nature of their contents and their 


value as advertising media 


Published by 


TOTHILL PRESS LIMITED 
33, TOTHILL STREET - WESTMINSTER + LONDON 


s.W. | 


STOP PRESS 


SELLING PRICE 
INCREASES 


“Sheffield Lg “New- 
castle Journal” Northern 
Echo” will each | lhe. selling 
price to 14d. on Monday. 

“Crosby Herald” up to 3d. 
from April 7. 


rch 2. 
“Fife Herald ont Journal,” 
“Fife News,” and “ 
Citizen” up to 3d. Maren 1, 


CONFERENCE LATEST 


egates 
will have emergency ration 
cards, travel, luncheon and din- 
ner vouchers. Foster parents 
will be offered £5 subsistence 
allowance for week. 

Specialised session will 

held by Institute of Public 
Relations. 


AD. RATE RISES 


“Harrow Observer” rates uw) 
from 10s. to 12s. s.c.i. from A 

positions from 

“Wembley Ob- 

increase from 5s. to 

6s. 6d. s.c.i., front page 6s, 6d. to 

7s. 6d. Combined rate for both 

a om 13s, 6d. to 16s. 6d. 

8.c.i. 


POSTERS: A.A. 
ARE ACTIVE 


Advertising Association states: 
“We will support by any avail- 
able means a voluntary effort to 
or very 
cumsiiemnbie modification of 
certain ty of posters. We 
had alre i exchanged views 


on this subject prior to ‘Adver- 
tiser’s Weekly’ story last week 
with certain of outdoor interests 
concerned and our views are 
identical, Kind of advertising 
to which objection is taken 
depicts titles and or illustrations 
designed solely to ap 
salacious appetites of what a 
undoubtedly a minority of po 
lation, but there is nevertheiens 
greatest possible danger to ad- 
vertising as a whole because in 
mind these are advertise- 


on amenity cfusal 


Newsprint limitation has 
caused introduction of 
column e for “Southport 
Visiter” series from March 3. 


Published by she Proprietors, BUSINESS PUBLICATIONS, Led. at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 


vary 22, 1951. Printed in England by Staples Printers Limited at their Great Titchfield 
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